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Look what Santa's giving you for Christmas! 


lhe first great gilt certificate you ve ever had! To offer, free, to everyone who buys Holmes & 


balwards 52-piece service or more! Called “Silver Sampler,” it's a luxurious red Christmas 
boot filled with | demi lasse SPOOoTis .». Cat hy a different pattern. Display it at your window 
or counter and it will pull more customers into your store than any other Christmas come-on 
in town, Because it's irresistible! And because it's going to be exploded, in all its dazzling 
color, at the millions who see SATURDAY EVENING POST, LIFE, LOOK, and NEW YORKER’ 

Vot just | but 3 Silver Samplers” with every 52-piece service you buy for Christmas selling 


; 


extras to move sets on hand, Also, free display material, See your salesman or write toda) 
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Go rer | rma ; ‘/ port fJperat “iti f in 
lwo blacks of sferiing injaid at backs of bowls 


and handles promise longer lovelier silt rv? lile — eens — Te 


Holmes & Edwards sterling inlaid silverplate 


MADE ONLY BY THE INTERNATIONAL GILVER COMPANY MERIDEN CONN 





Right in the heart of the European diamond market we have our own offices constantly 
combing the markets to bring you the best vaiues in fancy cut diamonds availabie., 
That is why hard to find diamonds are always in stock at William Levine with 


prices that defy competition. Marquises, emerald cuts, pear shapes, trianguiar cuts 


and heart shapes... all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers . Cutters 


29 EAST MADISON STREET + CHICAGO 2. ILLINOIS - PHONE: ANoover 3-7447 
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Volume CXXVI 
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MERCHANDISING AND PROMOTION 
You Can Sell Today on Yesterday 
Will Your Future Parallel That of the Jewelry Industry? 
The Christmas Spirit in Decoration 
Create the Christmas Spiriy in Your Store 
A Suburban Store and the Personal Touch 
‘Monday Morning Eye Openers 
Window Display Techniques for Increased Viewing 
Christmas Gift Baskets for Industry 
The Personal Touch in Selling to Customers 
Remodeled Store Features Homey Atmosphere 
Costume Jewelry is Fun to Sell 


GENERAL 


Religion in Business 
Directory of Trade Associations 


TABLE TOP FASHIONS 


Paul Hudson Sets His Sights for Greater Sterling Volume 
China, Glass & Giftwores 


Tabie Top Fashions and Home Accessories 


TECHNICAL 


Starilian—First of the Research Gems 
Werkshop Questions and Answers 


DEPARTMENTS eS 
Specting of the Jewelry Trade 2 


They're New 


Briefly-—The News in Bri ow 
News 


Coming Events sw 
Manufactur 
Editorial 


THE 
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Batered as second class matter at the Poet Office in Philadelphia. Pa. wader the Act of Congress of March 3. 187% 
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THE COVER 


Diamonds are jand should be) a 
jeweler's best triend; for, more re- 
tailers are selling more and more 
diamonds. Are you getting your shore 
of this business? Whatever your an- 
swer may be, read the article on 
page 72. Another article that merits 
careful perusal is the analysis of 
future jewelry markets appearing on 
page 76. 


no @ a 


P. M. FAHRENDORF, Publisher 
LANSFORD F. KING, Editor 


PETER SILVER!, Managing Editor 

JOHN BLUMBERG, Associate Editor 
STUART SAUNDERS, News Editor 
MADELINE LOVE. Gifts Editor 

JAY HANNAH, Art Editor 

GEORGE BAKER, Washington Bureau 
RAY M. STROUPE, Washington Bureou 
NEIL BR. REGEIMBAL, Washington Burecu 
National Press Bidg., Washington, D 


PAUL WOOTON, Washington Member of 
the Editorial Board 


JOHN J. BOWMAN, Technica! Consultant 
DR. FREDERICK H. POUGH, Gem Consultont 
VIRGINIA DIXON, Display Consultant 


BUSINESS STAFF 

ROBERT WATSON, Production Manager 
A. ¥. ANSEL, Reader Service Manoger 
A. W. PONTE. Circulation Manager 
JOSEPH H. BALL, Research Monoger 


New York 

RAYMOND V. LAWRENCE 
MADELINE LOVE 

ARTHUR J. TUVERI 

JOHN W. WYATT 

100 E. 42nd St.. New York |7, N.Y 
Oxford 7-3400 


New England 
—E. P. LINGHAM 
420 ind. Bank Bidg Providence 3. R. ! 


GAspee |-$28) 

10 High St., Boston 10, Mass 
Liberty 2- 

Chicago 


WILLIAM £€. COMISKEY | 
79 &. Madison St., Chicago 2, | 
CEntral 6-373%5 


West Coast 

J. @. DAVENPORT & ASSOC 

2°12 W. Tth St... Los Angeles 5, Calif 
wUnkirk 2-4254 


Los Angeles 

MARRY R. TERHUNE ; 
201 Oceano Drive, Los Angeles 49, Calif. 
GRanite 2-6344 











Ds. ram it fie history 
of the industry will be in the 
mail to you soon. Watch for it. 
















sold direct to retail jewelers by: 


yy) HAMILTON WATCH COMPANY. LANCASTER, PENNSYLVANIA 
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TQ REACH SALES HEIGHTS... 











, Famous > 
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For bigger sales, feature all three in your advertising and 





store displays: (1) the name of your store, (2) famous 
brands advertised in LIFE, (3) material that shows the 
products are advertised in LIFE. Used together, they rep- 





resent the most powerful sales combination in history. 





MORE PEOPLE READ LIFE EVERY WEEK THAN ANY OTHER MAGAZINE 
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for 


“total 
® & 

diamond 

. For successful promotion of “total weight’’ diamond promotions 


sets, you'll do best to be sure your wholesaler ; 
offers rings made by K & B because (1) the 











world’s largest manufacturer is also the for l/ oe. 
world’s best, producing quality zr) 
recognized ag superior for over t PUP D \ 
30 years. (2) K & B supplies Cara s Oigess 
dealer helps that enable of diamonds 9) 
you to exert a maximum | Mounting No. 176/4985/11 9 y 












of retail sales effort. Wedding Ring 


No, 4885/11 





Sold 
through 
America’s 
leading 
wholesalers. 


free 


weight series 
mat service! 





Hundreds 

of other 
styles. Also 
available in 
interlocking 
sete, 


weight series 
window display 
available 





Mounting No. 163/47008/29 
Wedding Ring 
No, 44048 /599 





136 W. 52nd St., 
Creators, designers, manufacturers of “Perfect Ring Findings” New York 19, N. Y. 


SAB Offices in Chicago 

i <> and Los Angeles 

HARLAN & BLELCHER ING gus Rn Di 

| a 9 ® Falcon Stone Ring Mfg. Co. 





























emovable 
links in Hadley 


LL } 
mens bands, too! 


IT’S REALLY 5 BANDS IN 1 




















* Cut your inventory! © Fit customers on the spot! 


* Clinch watch sales! * Make repairs in your store! 


POL N 
POODLE 
DODO 


All the advantages of Hadley removable links are now yours in 
men's as well as ladies’ bands. 


CLEC CERCOLEL 


You can cut your inventory. You need only 1/5 as many sizes, 
because one Hadley equals five sizes from extra short to extra long. 
(And there's an extra link in every package.) 

You can fit anybody periectly—right on the spot. And that 
means not only more band sales, but more watch sales! 


Seams 
eee | 
— 
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ee 
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You can repair bands in a jiffy, in your store. No more factory 
returns. Sell more bands with Hadley—styled and made by Elgin. 


HADLEY WATCH BANDS WITH REMOVABLE LINKS 


PRODUCT OF ELGIN 
Wadsworth-Hadley Division, Eigin National Watch Company « Elgin, Illinois 
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BAKER OFFERS MORE THAN LIP SERVICE IN SETTINGS 


re 


If you've seen the BAKER line of settings, you know what we mean. 
If you haven't, you owe it to the future of your sales to see them now. 
BAKER SETTINGS embody every practical and fashion innovation... feature 


distinctive style advancements... reflect traditionally fine craftsmanship 


SERIES 733 — a brand new style concept for small settings. Prongs have appearance of wire soldered to bezel to achieve a handmade 
look characteristic of custom work done in high class shops. Available in a complete range of small setting sizes from 1) to 20 points. 





20 POTS 15 12 10 4 6 5 4 3 ? 2) | 
wy Wwwwwwewwwsesii@-s 
4406) 446! 4462 Ab! 4404 4465 4Abp, 446 / 4468 4464 440 4471 


The complete BAKER line of fine settings is die-struck in 
———— 10% tridium-Platinum, jewelry Palladium and Gold 

PRECIOUS 

METALS 113 Aster Street, Newark 5, New Jersey 


ee er eee 
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GENERAL PLATE’S 
Gold Filled is finished 
for looks and crafted 
for wear. 3 : 


Gold Filled Stands the “Small Boy” Test 


Leek for this merk 
or the initiels G F 





Watchband manufacturers prove the 
two great features of General Plate’s 
Gold-Filled stock — its superb finish 
and its resistance to wear. On one hand 
‘hey use it to create a high-style num- 
ber for an expensive watch, On the 


other hand they use Gold Filled to resist 


the wear that a small boy gives to a low- 
priced watch. Could there be better 
proof that General Plate’s Gold Filled 
offers the trade two great features that 
can lead to jewelry profits? 


METALS & CONTROLS CORPORATION 
GENERAL PLATE DIVISION 


Offices: ATTLEBORO, MASS., New York, Chicago, Los Angeles, and Mansfield, Ohio. 
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> sale with Bristols 


OND WEDDING RINGS 


o oSe i 













Every jeweler’s ring profits depend up 
making an important ring sale. Bristol | 
makes it possible for you to make that 
and more frequently with their except 
new line of beautiful wide diamond weddi 


Here’s why: 


Bristol's prime manufacturing facilitie * eu . 
mean lower prices for really fine qual 
diamond wedding rings. 


Bristol’s high quality standards and o 
styling mean easier sales and long-lc 
customer , 


$79.50 


- 


4 








“see 
“7? 





Mats available on request. 
Rings enlarged to show detail. 





In 14K Gold, Palladium 
and Platinum 








your best buy is 
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New Glamour...New Dazzle.. 


THE 
‘ 2 


















FABULOUS NEW 
FASHION FOR 
THE LADIES! 


Golden elegatce and rich alligator leather 
in high fashion colors of Rust, Red, Brown, 
Black and Gray inlaid in wrist-conforming 
end pieces. Center expansion. A fresh new 
style to add authority to every watch 


— 






Handsomely 
Gift Boxed / 





Reguiar End Stranght End tor Curved End 
nurses” of sport wetches for round watches 


#6151 — Yellow Gold Filled with regular ends. 
Brown, Red, Rust or Black alligator. Retail F.T.1. $8.95 
#6150 —As above, with straight or curved ends 


#6150 —Stainiess Steel with straight or curved 
ends. Black or Gray alligator Retail $5.95 





FREE | GLAMOROUS 
ENCHANTRESS DISPLAY 


All you pay for :s the merchandise! 


YourCoet ... . . 08120 f§ 7 
Your Selling Price . . $47.70 «+5. 7% 


Your Profit: 326.40 (@="""" 


; 





value 


im watch bands 






4..New Gift Appeal from 


THE ONLY IDENT WITH UNBREAKABLE 
CRYSTAL FOR PICTURE PROTECTION! 





#10862 — (in box) Stainless steel— 
Sterling plaque. Retail, F.T.|. $8.50 


. * tee 
4 “ou ee | 
“EO ne 


What a natural gift item — Puoro-Vvur! This proven J-B ident is perfect for 






Xmas, birthdays, servicemen and women ... for every gift-giving occasion 







Has five outstanding attractions ~— smart styling, rich appearance, fine crafts- 










manship, quality features and extra value for the money! 














a es , us ’ 
#1001 — Yellow only. $11.50 #1083 ‘Stainless ste! #1002 Yellow only. $10.50 
#1060 — Stainiess steel Sterling plaque... $8.50 #1081 — Stainless stee! 
Sterling plaque... $8.50 Ail Photo-Vue prices are Retail FT! Sterling plaque....$7.95 FOR MEN WAVE EXCLUSIVE 





~~ MULTI-SIZE™. Linxs 
‘ A 
a 
ie ty 






"US. Patent #7,249 O84 






J/-B Selis Only Through Authorized Wholesa/ers 






JACOBY BINDER, INC. Morthern Givd. & O2nd $1, Woodside 17,8. 1 
Please dropship this order immediately and bill through 
Wholesalers Name 















Me, Gown fed fue Ged Grey | #1001 11002 


GIFT DISPLAY 






















All you pay for is the merchandise! #615) x 41080 (1081 
51082 £10863 

12 fast-sellin tyle $6150 y 
2 fast-selling Photo-Vue styles saan ae 


7 men’s —5 ladies’! g6150 x x x 


Your Cost. .. . . $80.00 
Your Gelling Price. . 9412.36 


Your Protit » 8362.33 


| £1027 #1040 
\Specity («) ter curved end, (s) for traight end £104) 


|} $21.30 Display Assortment 




















$50 Disolay Unit 








Fitm Mame 





4000845 


JACOBY BENDER, INC., NORTHERN BLVD. & 62nd ST., WOODSIDE 77, WN. Y. IMONVIDUAL § Mame 












Fiere are 





customers... 


ee 














Your 
modern 
Swiss 
watches 
make 








customers out of 


He has a watch. He needs a modern watch... either 
a emart, modern watch tor business and social lite or 
a modern, special-purpose watch tor sports and ieisure 








‘Today—you ve probably recognized a growing market of men and women who want—and need 
—the modern watch, It's a demand prompted by the inventive skills of the Swiss who've turned 


modern watchmaking ideas into modern watches that perform miracles by the minute! 


Think of it—there are Swiss jeweled-lever watches for work, for play, for fashion, for special 
jobs. There are watches that never need winding; others that are at home in and out of the 
water. Indeed, every Swiss watch has a purpose and lives up to it perfectly! 

You—The Quality Jeweler—have them and The Watchmakers of Switzerland are ready 
to help you attract customers—all during the Watch Fashion Parade (Oct. 27-Nov. 5) and 
right on up through the Christmas gift season! 
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This is the that turns the 


Weient... 





Nearly 40,000,000 readers wil! read 








our ad in the November Reader's Digest at 


a ci gue A A is the sg a that winds the ‘eS thet the 
subject! I his inside-the-case story of the sellf- 
) atch “ee 4 


winding watch is easy reading and easily ~ we 
| (a \ ie 
understood, a i - 

, . , ae \/ ol 

What's more, the ad provides... “Seu, et 


... that we call self-winding 





- 

















It's the wonder of today's wateh world and levee herpes the meimepring ander constent 
the moet wanted watch om earth: the wateh trnesem, the jpewebed bever the bong perieetly 
thet weat forget to wind iteell Aad amt the least eccom@iel of the 
Wanted te ie distinction’ Certainly ~li-windimg watch of. tedaw te ite outer 
Banted lor ts comveaience! Of course. You beauty Swiee craftemmen have refimed this 
acver have te wind w@ The mesement of your miteacte mer heniom to ft inte the handeame st 
wrist provites aff the winding @ewer of of caees,. for women ac well oc for men 


nerds, Even when you take & off, it will ron The self winding watch mvented ever twee 


humived yrare age, another caample of 
The great achievement of the se!f winding Swiee leadership. For the gifts you'll give 
watch, however, le accuracy. The autanmuetlk with pride, let your jeweler be vour ghide 


by iteell for at leat We beers 


Time is the Art of The Watchmakers of Switrerland 


$O09Oo4O 


A Oe a re 





.+. @ pertect tie-in for your own win- 
dow display! With just a lew “props” 
you can attract everyone who walks near 
your store—the people who want that sell 
winding, special-feature or special-purpose 
watch who are just waiting to be told! 
[his combination of advertising and selling 


can do a remarkable job tor you! 








FEATURE YOUR MODERN SWISS WATCHES NOW AND 
ALL DURING THE HOLIDAY WATCH SEASON AHEAD! 











“For the gifts you'll give with pride —let your jeweler be your guide” 


z 
The WATCHMAKERS ¢ OF SWITZERLAND 





ror OcToper, 1955 





























Find Your 


Nearest Dealer 
In The 


‘Yellow Pages’ 


— 





_—— 


ee ell 














Advertisers of branded products ore 
veing this emblem to tell prospects 
how to find their dealers. 


Suggestion: Make sure you're represented in the ‘Yellow Pages’ under every heading that will mean more business. 
Your Classified Telephone Directory representative will gladly help you. Cali him at your lecal telephone business office. 


14 





applicant can fill this job for you! 





Who is this super-salesman? The ‘Yellow Pages’ of 
your telephone directory. 


Your advertising in the ‘Yellow Pages’ tells folks 
all over town where you are located, what products 
and services you sell, what your telephone number is. 


You make it easy for prospects to pick up the 
telephone and call...or to come in. Newcomers in 
town...or old residents...9 out of 10 use the 
‘Yellow Pages’ when they’re ready to buy. 
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{ ettings = Shanks 


_— PLATINUM. PALLADIUM 












SERIES 800 





ee _ 
| Write for Free Iustrations 


7 aN of Various Styles 
y) 55 [yp nny 





















SERIES 570 } 





3 oo 9 Accuracy 
7D 
JEWELERS 
+ roars «ee 
FO 
Send us your Sweeps, F ilings and Scrap 











New York 19, N. ¥. a 
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2-3095 °® 
25 West 47th St. © Phone JUDSON 











NOW! TO HELP YOU SELL... 





; 
: 


i 


: 
: 
: 


NETWORK TV! 


| (COAST-TO-COAST! 88°CBS MARKETS!) 











RONSON 








BIG FALL-T0-CHRISTMAS SALES PUSH! 


Now! Twice weekly, from August 24th... 


«+» RONSON uses the proven power of TV's longest 
established news show to put RONSON Lighters and Electric Shavers 
at the head of your customers’ Christmas lists! 


















And Ronson backs up its biggest-ever TV drive with a heavy schedule 
of full-page insertions (many are full color) in LIFE and LOOK— 
hitting again and again, week after week throughout your biggest season! 
Featured on Every 
Program: Ke¢ INSON’s 
sensational new 
kKlectric Shaver plus 
fast-selling RONSON 
vocket and table 
ighters and 


| , . accessories. 
. wr ’ , ’ id ’ 4 
k ( ) N S( ) \ maker of the world’s greatest lighters and electric shavers ! eR oy eae 
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And naturally, Ronson gives you hard-hitting window and 
counter displays, and other aids that tie your store in with this 
extra-big TV and magazine effort! 

To really take advantage of this big RONSON promotion, you'll 
need plenty of lighters, plenty of shavers! So why risk “Out 

of stock”? Order today. 














# never never before! 
Bi4 kt. gold cased 
= 17 jewel 

saa diamond watches 








of such rare quality 
styling, selection... 


| sadam daedaddd) oo il 


i 





4° nt. 
| dana db adddee | 


FOIV IFPI rT Terr: ij * 


"r¥100 


= ee 
aiecciioninty AT ‘ i om seilbonme 
oy: ‘Yi: Ben recale! 
hy | é 


CROTON 


eee NIVADA 
meee GRENCHEN 


CROTON NIVADA GRENCHEWN 404 Fourth Ave., New York 16, N. 
404 Fourth Ave., New York 16, N. Y. 


Please send me the following diamond watches: 


Style Style 
Vaterie — ew Myra 
Dahlia siianieatiiitiaiaies Glorious 
Lorraine ienlaaaniiianial jayne 
Claire - ie Stella 


4° 
| ad a 


rr rrrrrrrrerrr. & 


consistently advertised in 


Send me promotional material on diamond watches 
NAME 
ADDRESS 
EE I A 








TRAIT 
VAT 
\ WALA 


VAITCHED WEDDING KING SETS 


for everlasting loveliness 


Ihe touch of beauty that ss ‘ei gehice melee Blase 
from ordi ary A siennale rings HDegins on the 
drawing board of desiqner Fred Barel, inter 
Teheeleleiin’ renowned Zel alk vnique aT TAT TY Tt 
From there to craftsmen who inferpret and carve 
thA<e cle siqns ccre fully ranale. painstakingly oh 
alelals Mee al dal @ eee + il laa*l eee polish dale pre 


if 


.erve ana acéeentuates ati the beauty and 


' 


originality that.is truly the Barel Bridal 
As TO see hl full TAY of eet aa BRIDAI calehaaalae 
Wedd ALS Rina: tive tirst choice of people AALS) 

201d directly to the Reta ry le aire beauty enale quality eLeleh a alt else 

by the Manufacturer , — : 

The Tela te aetetdailela. ‘ i‘ stamped im the 
~SeEena OFT eve? Btat 1. j cj OU © q) 7enNuUINe 
; a ? , } f 4 


Mats available free upon request 
: mlelalem ela a ae elale ryicvi 


24-Hour Service on all Special Orders 


BRIDAL RING COMPANY, ING... 
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in what way is Forstner different 


JoveTnet 


el 





| _ Forstner! 


FORSTWER INC., IRVINGTON 11, NEW JERSEY 
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There are many good items available to jewelers—many imry id 


tant classifications that are musts. 'They naturally play a yital 


role in the jeweler’s need for balance. Pd 7 






But in Forstner the jeweler has a 
The Forstner line is broad and fli "entire gamut 
to please all kinds of people and all iid of taste,..all age 
groups...all price brackets. : 

What’s more, you.can sell Forstner the whole year 


through for the many gift occasions that prompt jewelry buy- 
ing. And, finally, the name is well-known and respected. What 


else matches this merchandising strength? 


F f 3 If you have not taken full advantage of Forstner’s sales- 


- ilding versatility for your store, we recommend that you ask 


your authorized Forstner wholesaler to “put on the big Forstner 


Pt show.” We hope you will see why jewelers can depend on 





















7 LEATHA-ELEGANCE AND 
LIZARD LINKS WATCHBANDS ARE... 


“STITCHED 
ay, IN STEEL” 


ATHE Wt NSE me 
\°T FALL out: 


LEATHA- 
oe 





/, 

Pictured above is a 
Speidel leather insert 
before being “stitched 
in steel”, Only genuine 
oriental lizard is used. 





2. 


Stitching plate has 34 
steel teeth around its 
outer edges. These teeth 
sink deep into the tough, 
durable leather. 





3. ' 
“Pattern” made by teeth 
of stitching plate when 
forced intoleathe: under 
pressure, sealing leather 
insert securely to stitch- 
ing plate. 





The assembly is then 
rolled into a metal top 
shell frame with heavy 
gauge grips on the back, 
making completed link 
shown above. 





COLOR - Speide! Leatha-Elegance available in Tan, Cordovan and Black. Lizard Links in Tan, Red, Green 


and Black. 


FIT — Perfect fit for every wrist — 


Watchbands 


thanks to Speidel’s SPACE-O-LINK developed for Men's “Floating Link” 
and REMOVABLE LINKS developed for Ladies’ Lizard Link Watch Bracelets. 





SPEIDEL CORPORATION 
70 SHIP STREET PROVIDENCE 2, R. |. 
Sales Offices: New York, Chicago, Los Angeles, Dallas, Atlante 


Cepyright — Speide! Corporation 1955 Ilwetrations shown ore twice size 
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Another Hit! 
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Gay little Christmas elves of highly glazed 
china... hand decorated in bright scarlet, holly 
green and gold. | 
No. 5711 Santa Planter ... . $6.00 doz. pieces 
No. 8705. Christmas Belles . . $6.00 doz. pieces 


No. 8745 Candy Cane Kids . $9.00 doz. . 
(gift boxed) sets of 3 


‘No. 1734 Santa's Helpers .. $6.00 doz. pieces 


No. 8676 Christmas Children .$9.00 doz. 
(gift boxed) sets of 3 


_ All imports are shipped: 
F.O.B. Geo. Z. Lefton, Chicago Warehouse or 


F.0.B. Lefton-Pacific Inc., Los Angeles Warehouse 


777. christmas Family 


COAST-TO.- COAST 
REPRESENTATION 


SHOWROOMS 
CHICAGO—Merchandise Mart 
NEW YORK—225 Fifth Avenue 
LOS ANGELES—Brack Shops 
DALLAS—Merchandise Mart 
MIAMI-46 SE Eighth St 





No. 8705 








| Pa > 
mz rw 
GEO. ZOLTAN LEFION, Imports 


MAIN OFFICE: and SHOWROGMS 
1550 Merchandise Mart 


Chicago 4 bingy , 





No. 8676 





WRITE FOR 
OUR CATALOG 
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Ster WY SI VET ts ALWAys RIGHT 


Few things are so richly beautiful and 

so breath-takingly impressive as a table set 

with Sterling Silver. 

Other settings may look nice, but there isn’t the 
same feeling about them. They don’t engender that 
deep sense of well-being, affluence and pride of 
possession that genuine Sterling, and only 


genuine Sterling, inspires. 





Regardless of the occasion, Sterling Silver 


4 Ward to Ketail Jewelaas is always in good taste... always respected 


ce 
A tasteful, attrac tive display in your store, ne always right. 
will help you capitalize on the strong ap- 
peal that Sterling Silver has for everyone. 


Ge HANDY & HARMAN 


2 FULTON BIRERT « NEW YORK 38, N. YI. 
UPTOWN BRANCH—15 WEST 46th STREET,NEW YORK 36,N. Y. 
Luatily prrectous metals since 41867 


BRIDGEPORT, CONN. * CHICAGO, ILL. * LOS ANGELES, CALIF, * PROVIDENCE, A. 1. * TORONTO, CANADA, 
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ut A NEW PEA é 
: warHBAND SALES j ed 


WITH THE FABULOUS, NEW 





PEX ENGINEERING and 
MERCHANDISING TRIUMPH 






2 


Watchbands 


> x 
QuuedreF 


Every man who owns a watch, every customer who sees it in your store 

is a number one prospect for this newest Apex beauty. Whether or not he 
needs a new band, you can be sure he will want a LEATHER ‘n’ GOLDEN 
watchband, Seeing is believing, send for sample assortment today. 


Patented Universalok* ends, fit every man’s watch 
from %” te %" .. . snap on in a jiffy .. . stay 
securely locked. 


GENUINE LIZARD 


Only Quadra-Flex** gives 4-way super-flexibility a < W aA Aviesticstin tn 
for Contour Fit . . . super-comfortable because it i, GE, : 


IN YELLOW GOED FILLED 
FRAMES 






1/20-12K yellow gold-filled top. Springs, rivets, frames. backs are 
all stainless steel . . . Your guarantee of foolproof performance, 


lasting satisfaction. Fully guoranteed. 


RETAIL PRICE *§2"° 

Vow peuatlable Permanent, attractive point-of-purchase display KEYSTONE. 998 

unit containing 12 assorted LEATHER ‘n’ GOLDEN bands furnished 
FREE with minimum order of 12 pieces. 






PEX ACCESSORIES CO., INC. 
Greenwich, Conn. 


ror OcToBEerR, 1955 
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Plated Circuit, 
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A full-teature clock adhe, 


with full jewelers mark-up! 


STYLED in rich, glittering DESIGNED with all the PRICED for volume sales with full 






Ivory or Ebony to pull in automatic extras, plus mark-ups at $49.95! 

} ) I I I 

prospects! (Ideal for win- clearer, richer Motorola It's the right clock radio for time pay- 
dow displays.) tone, to clinch sales! ments, credit plans, premium tie-ins— 





every kind of promotion! 





Call your Motorola distributor right now | 


MOTOROLA 


World's largest exclusive electronics manufacturer 





PLUS a complete merchandising hit 


to start you off with a bang! 
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There’s PROFIT In This 


” NOW on tts Wine 
To Every Retail Jeweler ! 


You'll surely want a copy of this new W.R.C. catalog 
that is on its way to you. For it will help you quickly 
select the findings you need to service your customers 
Furthermore, the new W.R.C. catalog with over 1000 
items, will be a help to you in increasing your special 
order and repair business. 

So use your W.R.C. catalog. And when you order 
from your materia! jobber, order by item name, number 
and quality, and be sure to specify W.R.C. ... known fo! 
quality findings. 

Distributed Thru The Material Jobber 


W. R. COBB COMPANY 


PROVIDENCE, RHODE ISLAND 


FoR OcTopEeR, 1955 
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Feature Leck Potent Ne. 7,507,348 end others 


FEATURE LOCK NEWSPAPER LINEAGE 
»+- totals 78.3% of all interlocking 
diamond ring advertising used! 


Audit Bureay of Circulation 
reports, during the month of 
June, jewelers used an over- 
whelming amount of newspa- 
per advertising promoting 
FEATURE LOCK/FEATURE 
GLO Interlocking Diamond 
rings. This is conclusive evi- 
dence of the jeweler's confi- 
dence in FEATURE LOCK 


saleability! 








b —s Ae SORTA °-— SEE © 0 °° 
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BIG FEATURE LOCK NATIONAL 
ADVERTISING pre-sells for you! 
52,027,928 READERS! 


FEATURE LOCK goes all out! aoe ==} 


The greatest campaign in our 
history! Concentrating our BIG 
national budget on the heart 
of your bridal ring market! 
Mass magazines, movie, ro- 
mance magazines! Plus partic- 
ipation in “Operation Cherub” 
— the Jewelry Industry's great 
Christmas Gift promotion! 





erg 
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FEATURE LOCK TV FILMS BLANKET ALL MAJOR 


SELLING AREAS! FEATURE LOCK now comes into millions of homes 
all over Americal FEATURE LOCK /FEATURE GLO on one of the nation’s top- 
rated Hollywood Drama Series, is another powerful selling force that promotes 
MORE DIAMOND RING SALES for MORE JEWELERS all over the country! 


More markets added daily. 


FEATURE RING COMPANY * 130 WEST 46TH STREET, NEW YORK 36, N. Y. 


Here’s your BIG 
Double Feature for Sales 
that’s creating volume 


unparalleled in history ! 


Salemale re VAlar®. New * 


Feature-glo 


setting 


makes center diamond 
look 90% Larger * 
87% More Brilliant! 


4 DIAMOND 
REFLECTORS 
MAKE THE 
DIFFERENCE! 


| A DIAMOND 
ass * THIS SiZE 
; “SZ \ is made te look elmeost 


j ee TWICE 
Br THE SIZE! 


‘ » , 
a" € 43. Certified and 
4 . Proven by 
- 7 


— AMERICAN TESTING 
LABORATORIES INC. 


that locks rings together 


LPP Pe 2 
LO 


INTERLOCKS MEEPS RINGS TOC 


MM PERFECT POSIT 


A A ' ‘ 7. , 
Vif, JEWEICT. You can greatly in- 


crease your diamond ring profits 
ing in! Build FEATURE-GLO win 


by tie 


Send for PLA 
BOOK — includ 
A, paper Ad Mat 


‘ hy 


PRET 
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As if Waterman hadn't done enough to 
revolutionize the fountain pen industry... 
now Waterman has a brand-new idea 

in gift sets. 


It’s the unique combination of a beautiful 
Waterman C/F,* the Cartridge-Filled 
fountain pen, with Waterman’s exclusive 
“Convertible”, a matching pencil that 
uses fluid-lead and can be converted 
almost instantly to a ball point pen. It is 
being made in colors to match the C/F in 
Onyx Black, Teal Blue and Burning Sand. 


Waterman's Convertible gives the 
smoothest pencil writing ever known. One 
cartridge will easily last for months. No 
broken points, no pencil sharpener. 

It's wonderful. And Waterman’s fluid-lead 
will erase with a whisk of an eraser, 

In fact, the Convertible carries its own 
built-in eraser. 


The Convertible alone retails at $5.00 and 
$7.50’ and with Waterman's C/F Pen 

in attractive gift sets from $13.75. 

It's another “something new, something 
different, something wonderful” for 
Christmas, for more customers and 

for profits! 





Order now for immediate or future 
delivery. 























®*patent eopplied for 
Tolus tox 


WATERMAN PEN COMPANY, INC. Seymour, Conn. 
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JEWELERS...WATCHMAKERS...SALBS PERSONNEL 








a free trip 








(OR $1000 IN CASH) 


» 


Simply write in your own words: 





INCABLOC . . the world’s finest shock absorber for 
watches—proved in over 80,000,000 watches—offers you 
this chance-of-a-lifetime to enjoy a wonderful trip abroad. 
Fly to Europe in unequalled comfort aboard a luxurious 
new DC-6B of the world-famous Scandinavian Airlines 
System with its incomparable service and comfort. Stay 


i oa incabloc makes it possible to 


> “ 
eat 
fe 5%D 
” -«# 
4 a ha 
F 
x > a a 
- ‘ 
cee 
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yr 


Switzeriand 
for TWO! 


VIA oP ff AIRMINES SVSTEM 


with stop-overs in Glasgow, Paris, Frankfort, 
Hamburg and Copenhagen, if desired 


SCOAWVOINWAVIAN 


& 









“How | increased my watch sales with incabloc” 


at one of Switzerland’s finest hotels . enjoying the 
glamour and excitement of one of Lurope’s leading resorts. 
Tour world-famous Swiss watchmaking factories. On your 
return, stop in famous cities , if you wish, It’s the won- 
derful trip you've dreamed of all your life... and it can 
be yours so easily, 


= 

















CONTEST RULES 


Just tell 4, in your own words, how you put INCABLOC to work 
to help you sell more watches. If possible, use epecific examples 
of how INCABLOC helped overcome consumer resistance, how 
INCABLOC sales aids helped you actually open or close a watch 
sale. Include names of customers and dates, if available. Simply 
begin your letter with . . 
with INCABLOC.” 
Entries will be judged on content alone. Excellence of English or 
quality of writing will not be important. There is no word limit, 
but shorter letters are preferred, All entries become the property 
of the INCABLOC Corperation. None will be returned, Decision 
of judges is final. Employees and their families of INCABLOC 
Corporation, The Universal Escapement Ltd., or their advertising 
agencies, are not eligible. 


. “Here is how | increased my watch sales 


10 PRIZES IN ALL! 
GRAND prize—~THO WEEK ALL-EXPENSE TRIP TO SWITZER. 
LAND FOR TWO Via Scandinavian Airlines Sytem DCOB 
(Or 81000 in Cash-—whichever you prefer), 
SECOND PRIZE— A VIBROGRAF~-the world’s most advanced watch 
and clock timing machine .. . Value $650.00 
THIRD PRIZE—8250 in Cash 
FOURTH PRIZE—S/00 Cash 


FIFTH TO TENTH PRIZES—CHASTELL 
Revolutionary Electric Clock without wires 


Value $29.75, 

JUDGES 
Harry Bromley, Vice President, National Jeweler 
Lansford King, Editor, Jeweler’s Circular Keystone 
Morton Sarrett, Editor, Jewelry Magazine 


Contest closes Oct, 30, 1955 
Entries must be postmarked on or before this date. 


“Miracle Power” Clock—the 
and no winding! 








Address vour entries to 


Contest Director, INCABLOC Corporation, 





15 W. 46 St., New York 36, New York 






















5-year guarantee covers all Hamilton Beach 
motorized home apphances. 

















¢ ttt 
Ads in All These Leading 
Magazines Pre-Sell For You! 








to flash attention te the 
guarantee and complete 


selection! New Hamilton Beach 


Liqui-Blender 
New “Cut-'n-Fold’ action 
delivers twice the usual 
cutting power for dollars 
less' 2 speeds, no-splash 
top 


Sturdy cardboar esigned t - 
Sturdy dbo d, devig ed et 
sell any combination of miners \" 

from either side! Takes only » 4 
146 « 40% inches of counter . oe 
space. 29 inches high. 


4 
ws 





en 


THE ONLY O-YEAR 


Sells HAMILTON BEACH quality 
as never before! 


Retall $39.50 (white) 
$44.50 (chrome) 
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All Hamilton Beach Mixers are = 
Covered by the 5-Year Guarantee 


~ 


Hamilton Beach 
Home Drink Mixer 
The ali-family gift that 
makes real soda-fountain | 
drinks. Once kids see it, | 
they keep coaxing! 


Retell, $22.00 


Gr 


= | 
yr /* 4 


a 


~ 





By any comparison, you've got the selling edge! Line up 
any number of competing mixers, and your customers 
can’t help but pick the one that’s guaranteed 4 years 
longer than any other! 

The 5-year guarantee is a show of confidence that’s 
“catching.” It gives you concrete evidence to point to. 





It tells your customers at a glance that these mixers must 












FOR OCTOBER, 1955 


GUARANTEE IN MIXERS 





“HAMILTON BEACH 


Hamilton Beach Co., Div. of Scovill Mig. Co., Racine, Wis. 





be good—yvnust be-the best, to be guaranteed so much 
longer than all others. And customers can't miss it—it's 
on every merchandise tag and on the Mixing Center! 
Feature the only 5-year guarantee in mixers! It means 
more sales, solid sales that stay sold! And at dollars less 
than other leading mixers, Hamilton Beach is the value. 


























TAG ON THE WINNINGSSIDE... 





n business, the game of tag is no child’s play. 
It’s an adult game of profit or loss, and winning is pre-determined 


by the reliability of brand names. 


A piece of jewelry tagged with the Whiting & Davis name is genuine. 


Its imitators cannot keep up with its unfailing high quality. 
That’s why the Whiting & Davis tag has marked the winners for 79 years. 
WHITING & DAVIS COMPANY, INC., Plainville, Massachusetts 


HAND IN HAND WITH FASHION—SINCE 1876 
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“Dear Eddie” (our Edward Gor- 
don), this recent letter began, and 
after its business message came 
what is always musie to our ears 
... “I want to repeat what we said 
about the Auction you and your 
father handled for us. To this day 
we get complimentary comments. 
We wish all our business relations 
could be as pleasant as the one 
with Gordon Brothers. With kind- 
est, personal regards, C. L. Kol- 
stad, Jr.” Here was a case where 
a family owned two stores in one 
city. The son, running Cope- 
land’s, was to join his father and 
uncle in P. A. Kolstad. Copeland’s 
was to be liquidated. “How” was 
most important with family and 
business reputation at stake. They 
chose Gordon Brothers and the 
letter tells with what result. To 
anyone who shrinks from the 
word “auction” knowing only the 
run-of-the-mill kind, this actual 
story, only one of hundreds in our 
experience, should be an eye- 
opener. Yes, when reputation is 
treasured, it is wise to deal with a 
firm of the calibre and standards 
of Gordon Brothers. 


Stories from our 52 years’ experience with truths of just as great significance today. 


FoR OcToper, 1955 


it happened in... 

























































Write for availability of a franchine 


nbia tr ‘fit agency inv your community 


Colu 
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feos DIAMOND RINGS 


DIVISION OF AXEL BROS., INC,, 21-10 49TH AVE., LONG ISLAND CITY 1, N.Y. 
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only ONE ring...in all the world... 


gives YOUR CUSTOMER the lifetime protection, security, 


self-adjusting fit and perfect comfort of “Guardian Angel’ 


gives YOU the saies-pulling power of the exclusive Columbia 
“Bride’s Book” compiled by, and merchandised through, the 


bride’s own magazine, Modern Bride...a pull of 


5,000 CONSUMER INQUIRIES PER MONTH! 











This new side-locking bracelet clasp 
has found instant favor with the trade. The 
side lock has a uniform snap action entirely 


independent from the wrap-around. It is 


No. 130 
No. 131 
No. 132 
No. 133 


secure, but easy opening, always with the 


same tension. No necessity for careful form- 


ing when being attached. Made with a full 


riveted joint. 


B. A. BALLOU & CO. 


36 


inc. 


6Y PECK Sit., 





Gold — Sterling — 1/20 12K — Nickel 


Length "%" — 
Length Ki — 


Length "a — Width 6” 


V/s 


Length “4” — 


FINDINGS 


PROVIDENCE 2,8. 
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watch cases... : i 
they’re the best gh Pe J : 
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IF YOU'RE SELLING ~ Gs 
WATERPROOF mN 


“WATCHES... ax 
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i 
x . , o ve 
follow America’s leading watch 
4 
manufacturers — feature 1. D. 
i water-proof watch cases... 
exclusively! 
Toke the hest-sellir } worcnes ny ony 
jewelry store and examine: ti 4e' in 
Watch Case Factory most gases you wilt find they bear the 
. at . \ 
f most modern fully trade mam of cerned woter 7h fing e 
ee ee a a * 
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Federal Trade f Ommission Reguilat Ons : 
; Ti} > +% your guarantee thar fi ey are worry 
’ o. proof 
1.D. WATCH CASE CO., INC. 
| fteoture ose4 if mrome the ng x) 
Serving Watch Manufacturers and importers Exclusively Since 1910 ai fainiess s$fee yellow a) Taitia. steel 
GENERAL OFFICES AND FACTORY s ry¢yi ¥ rf 7 Ro tas {, : cy Plete tee} Hack: 
137-11 90th Avenue, Jamaica, L. |. * JAmaica 3-8700 | [OK Gold Filled. steel back. and in all 
NEW YORK OFFICE. Joseph Dinstman, Pav! Korman, 580 Filth Ave, Tet. PL 7-6373'* CHICAGG [4h Gold 
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R. F. Simmons’ new Silver Star tray. 
Six handsome Simmons’ men’s sets in Sterling 
Silver, attractively packaged and displayed 
in their own tray. Sets shown $7.50 
keystone. Yes, the Silver Star tray is all ready for 


your display case ~~ and ready for sales, 


#4 Silver Star Tray —- Shown 


& S (left to right) 
1 — MSS 54 $7.50 
R. F. WnNonK co. 1— MSS 154 7.50 


ATTLEBORO, MASS. cro ooo vse 


1 — MSS 154 7.50 

MAKEREG OF QUALITY GOLO FILLED JEWELRY FOR OVER GO TEARS 
SOLO THROUGH A GELECTED LIGT OF WHOLESALE JEWELERS Be MSS 2444 7.50 
Canadien Distributor; JACK W. LEES, 44 King St. West, Toronto, Ont. 1 — MSS 1824-2 7.50 
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QUALITY WATCHES FOR EXECUTIVES 
NEED NOT BE EXPENSIVE 
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74 PAGES of Inspiration 
for Manufacturing Jewelers 





UNIVERSAL PRODUCTS 
ARE SOLD TO MANUFACTURERS ONLY 


UNIVERSAL CHAIN CO., INC. 





92 Burnett Avenue, Maplewood, N. J 


Branch: 6) Peck St., Providence, R. 1. 
N.Y. Office: 489 Fifth Ave. 





Our new 74-page, 5x 7” catalog contains actual-size, 
photographic reproductions of more than 600 styles 
and sizes of chains, single links and related items. 
Orders for these Universal products can be accepted now 
—in quantity and for prompt delivery —in all metals. 

The great variety of styles available, plus their 
high quality provides an extraordinary opportunity 
for the creations of new jewelry designs—an op- 
portunity which is limited by the one single factor 
beyond our control: the designer's imagination. 
To fully appreciate this opportunity, send for 
the visual evidence which the pages of our new 
catalog provide. Write for free copy on your 
Company letterhead ! 
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THIS FREE 
CIGARETTE BOX 


is a beautiful gift for 
your customers with four 
necklace and choker styles 


in Deltah’s Americena Group 


that’s why @ 
aolimdaclilelilelitMmela-Mslo)lile Moh 4-) ariel o)(°b 


Deltah 


AMERICANA 
Group 

11 simulated pear! neck. 
laces plus 2 free bonus 
necklace and earring en: 
sembles worth $25 in extra 
profit. 

Your Cost $61.85 
YOUR TOTAL PROFIT $100.90 


consult your wholesaler 


“ 


ty 
—— ee 
al ~ 
— “~ 
a 


— 


-~" JEWELERS KNOW-— 


a 
rd 
4 
/ their customers 


\ ail 
a want both a ee e- 
. pot 


~ 





- 


| the |) Dra 


GOLDEN GLAMOUR 
Collection 


10 necklace and earring en- 
sembles plus a bonus en- 
semble worth $12.50 in 
extra profit. All with guar. 
anteed Everlasting Finish. 


Your Cost $54.45 
YOUR TOTAL PROFIT $83.55 
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HELLER TARA, INC. 


411 FIFTH AVE., NEW YORK, N. Y. 


THE BIG PAYOFF 


wv?, “>S 
a“ ‘vy Af" ~ 
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Deltah and” Dic 


All over America there’s a fashion boom for jewelry that’s golden! All over America, 
women continue to rely on pearls as their staple jewelry accessory. The demand 

is growing! ... and to make the most of it jewelers depend on the merchandising 
know how of Deltah and Tara prometions. They give you everything! 

National advertising. Bonus merchandise. Magnificent packaging. Much more 


than keystone profit. Just look what a small investment brings you! 


Deltah ond Tara 


presented on 


_..PLUS AMERICA’S TOP PUBLICATIONS 
Cces-TV 


COAG6T-TO-COAST 
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As appearing in full color in VOGUE and TOWN 4 COUNTRY, October 
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JEWELLED 2MBERS Neckloce, $20.00; Bracelet, $10.00; Earrings, $7.50. Prices plus tax. Not authentic unless stomped Trifori. Jewelry designs copyrighted. 
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UNIVERSAL ‘ipl your Gift Monkot 


P COFFEEMAKER 
th Ss MONEYMAKERS 


Ev day’s a gift day for one of your customers 
Bee = it pay off with these three fast sellers 
in the famous Universal line. Each one 
is another example of the quality and value that 
has made Coffeematic the top sales producer 
of the industry. Stock up today! 


(/oi/8-CUP UNIVERSAL 
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SERVICE SET 


Sells on sight! Deluxe 4-piece set 
including the famous 4408 Coffeematic, 
matching engraved tray, sugar and creamer 
designed by International Silver Co. It’s a gift 
value no one will pass up. 
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UNIVERSAL UNIVERSAL 


Tom | VG: 


Beauty and coffleemaking per- The most popular of all auto. 
fection in one...all the famous es matic cofleemakers. Brews to 
Universal Coffeematic features Neal } the exact strength you choose, 
in gleaming, lacquered copper. 3 signals “Ready”, and keeps cof. 
Makes up to ten cups. fee at serving temperature. 


$3995 
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Becup model $24.95 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


1955 
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And now... 


OMEGA 


pridefully announces 
















yuan, 


a new series of distinctive 


automatic watches 


Here is an announcement of great and lasting im- 
port to franchised Omega jewelers: 
After years of exhaustive research, Omega has 
perfected a self-winding movement in 16 mm. size 
small enough to fit into diminutive, feminine 


cases with 4 


great fashion appeal. 


Ol utmost significance, the new Omega ladies’ 
automatics — despite their small size — may be com 
pared in accuracy to Omega’s matchless automatic 
watches for men, of which over 1,000,000 have been 
sold. Ladymatics, too, may be sold with the same 


unquestioned conhidence! 












The dependable performance of the movement, 
with its 560 degree rotor, has been proved again 
and again in Omega’s ultra-modern horological 
testing laboratories. But this is not the whole story. 
For added convenience, many models in this new 
series are waterproof. And the fact that these are 
the smallest automatics with sweep-second-hands 
evel developed, adds to their wonder tul sales appeal. 

Over and above these features is the priceless 
advantage that the Omega reputation for high 
precision automatics bestows on Ladymatics: a 


sterling reputation worthy tostand beside your own, 


rHE LADYMATIC series, retailing from $110 to $175, in 










cludes a complete line of dress and sport models, all with 
360 degree rotors, 17 jewel movements and sweep-s cond 
hands. They will be featured this Fall in distinctive, 
full page national advertising and attractive store-helps. 





THE WATCH THE WORLD HAS LEARNED TO TRUST 


NORMAN M. MORRIS CORPORATION @¢ 655 MADISON AVENUE e NEW YORK 21, N.Y. 
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The HIT of the Jewelry Shows! 
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Mustrations 
Eries ged 
Is Shoe 


Sialltina. ' | Deteil 


Creation by » 
e £, ? 


A patented, fabulous new setting 
that makes the larger center dia- 
mond look like a > nab heart | 
THE GREATEST NAME Comes in 14K yellow or white gold, 


IN DIAMOND RINGS ALSO AVAILABLE WITH MATCHING WEDDING RINGS | 


- a * 

















 GOLDSTEIN-GERSON CO. INC. creators of FIANCEE INTERLOCKING DIAMOND RINGS 


130 WEST 46th STREET NEW YORK 36, N. Y. 
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Please send #701, £733, #734, 


chests on memo billing. Also send complete line catalog. 


1 
: THE PILLIOD CABINET COMPANY «+ Swanton 1, Ohio 
’ 
’ 
’ 
’ 


Mail this il 


coupon if aioe 


city 


you sell Li 
‘6 aS 
silverware Aas 








a 


Now you can increase your silverware depart- 
ment sales volume with popular, fast-selling 
Pilliod chests. 


Sales of silver-service sets increase when you 
offer your customers a Pilliod chest. 
Attractive discounts are available on the 
Pilliod line. 

Pilliod chests have a ready market because 
they excel in design and craftsmanship 


Selid wood frame; leatherette tep imprinted in 
gold, Light bive duvetyn lining, Holds service for 8. 
Retail $4.50 





for 12. Lined with Pacific Silver Cloth. Retail $16.95 
Mahegany-finished chest lined with Pacific Silver 
Cloth. Knife rack. individual siots for butter spread- 
ers, Holds service for 12. Retail $9.95 


Same quality features as Princesse Chest except 
modern Heneytene Mahogany finish, Retail 
$10.50 
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y y | y . . 
WED-LOK diamond ensembles lock together perfectly 
} | 
entirely without limitations of any kind as toring width: 
thus Wed- Lok ring ensembles are available in 


narrow, medium, or wide styles... with unrestricted 





| customer's preference 





priced from 


! ) 8/00 retail 


kL Navnflatebe 2% JU TIAG Va on te 





14 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 






































THE WOR Xa FAMOUS 


, VULCAIN 








cricket 


WRIST ALARMS 


WITH THE EXCLUSIVE PATENTED 


DUO-BACK Clear Bell Tone and the 


Super-Accurate Balance Staff and Jewel 


EXACTOMATIC 


The Watch of Distinction for the Wan of Distinction 
MEDAL-WINNING PRECISION FOR A CENTURY 


Nationally Advertised in LIFE, SATURDAY EVENING POST, ESQUIRE and 
Full Color Pages in FORTUNE and the N. Y. SUNDAY TIMES MAGAZINE 


Ringing up new sales records year after year, the Vulcain Cricket 
is a full time profit-winner for fine jewelers everywhere. For perform- 
ance, for dependability, for beauty, for real value, there’s no finer 
wrist alarm anywhere in the world. imitated but never equaled! 
Featuring a complete line of models to retail from $82.50 up. Also 
the world famous Vulcain Grand Prix Automatics and 100% Water- 
proof Watches for ladies and men. 


FREE Newspaper Mats, Counter Cards, Displays 
VULCAIN WATCH CORP. OF NO. AMERICA 


Division of Shriro Watch, Inc. 
276 FOURTH AVENUE, NEW YORK 10, NEW YORK . PHONE GRAMERCY 7-7500 
CHICAGO SALES OFFICE, LOUIS COLE, 29 East Madison St., Chicago, Ill. « Phone RAndolph 6-4415 
CANADIAN SALES OFFICE, 400 Ontario Street West, Montreal 2, Canada « Phone AVenue 8-9548 


. 
Fimo > 
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Demand Greater Than Present Production But 
So Terrific, It's Worth Getting On Line For. 
Now Taking Orders For Deliveries after Jan. 
Ist, 1956. 


Massive Promotional Support, Including 
National Advertising in Four Leading 
Women’s Magazines, Newspaper Mats, Con- 
sumer Booklets, Counter Cards, Radio and 
TV Scripts, Traffic-Stopping 3-D MOTION 


*(Pat. Pending) 


H.Z. stands for the biggest, booming success in the wed- 
ding band business today. To find out what it is and how 


you can get in on the profits, write for details to: 


uj] ALSAN CARVED WEDDING RING CO. 


Division of Alsan Manufacturing Co. 
CREATORS & MANUFACTURERS OF ALSAN-LOCK DIAMOND RING MOUNTINGS 


62 WEST 47th STREET . NEW YORK 36, NW. Y. 
Distributed thru Authorized Wholesalers Only 
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nere’s why more dealer 
were 


sell te > { - ne t1°0.990 


eat Pa sind g 


: Plat uberat co-op aliowances enable you 
to hit your local market again and again dur- 
~ the key selling months. 
@ National Magazine Promotion — Hard- 
shite itir g ads that will help to pre-sell your cus- 
tomer and build greater consumer recognition. 
° ‘Action Point-of-Purchase Displays — A 
silent solesman that allows for customer dem- 
and turns Tryers into Buyers. 
Window Streamers — To stop the passer- 
ay | A ere store traffic, 


























ah 


more customers 


No other tape recorder offers so 
much value at such low cost! 


@ Compact and Lightweight 


@ Full hour 


e Amazingly easy to operate 








these top | | @ Deluxe microphone 
credit jewelers | @ Luxury-styled 


GO TELECTRO 
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ONLY A GENUINE 


| we TR : * 
(I Uli fe, 


| 
F 
COULD BE 
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fom -1-7-Vihal itis 


MANUFACTURED EXCLUSIVELY BY 


0 )( il NC 


001 N. ISTH STREET, PHILADELPHIA 30, PA 


hor ( Arismas for all yed? round Amiert as finest (lores feature Opalite Pin; i Sterling or Gold Milled BP, ndants and 
karrings in Steril 


erling, Gold-Pilled, 10 Ki & 14 Kt, White or Yellow Gold. Distributed by leading wholesalers everywhere 
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ONLY TOASTMASTE 
OFFERS YOUR CUSTOMERS 
A CHOICE OF 4 MODELS! 
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— C4 Powermatic 
Retall, $39.50 






B16 Pewermatic 
816 Automeati« Retell, $27.50 
Retell, $22.50 


Aé Automatic 
Retell, $17.50 










Display all 4 Toastmaster Toasters The Sales impact of 


and you'll sell all 4! Goiden Slice Advertising 
rea Gi v Good R 
Now, within one famous brand name, you can use the power of ves You oo eason 


selection to increase your toaster profits! People like to have a to Display All 4 Toasters! 
choice. Purses differ, tastes differ, needa differ. For some, a 2-slice 
toaster is just right. Others prefer the greater capacity of the 
S-slice. And those whose habit it is to toast one slice at a time will 
prefer the amall size and low operating cost of the A6 1-slice toaster. 


Trade-up is easy with a toaster for every purse! 


For greater customer selection, display all 4 ‘Toastmaster’’* 
Toasters. Many millions of today’s “king-size” families need the 
extra capacity of the new 3-slice Powermatic. And over 5 million 
“live alones” are prospects for the only l-slice toaster on the 
market. Add to this a choice of 2-slice models, and you have a 
full-line trade-up, from $17.50 to $39.50! Here is a dollar-profit 
opportunity that only Toastmaster gives you. Here is a unique 
opportunity to sell up, to build higher unit profits with a complete 
4-toaster display ! 


Display all 4 toasters—then ask: 
“Which Toastmaster Toaster Do YOU Prefer?” 


TOASTMASTER PRODUCTS DIVISION 


McGRAW ELECTRIC COMPANY © ELGIN, ILLINOIS 


*’Toasrmasren”™ le a registered trademark of McGraw Electric Co., Rigin, Tll.,. & 1955 


Never before such appetite appeal to 
spur your prospects into buying action! 
Never before such convincing reason — | 
why people should ask for a Toast- 
master Toaster, Don't disappoint any- 
one—-stock and display the 4 toasters 
we're telling consumers to look for 
in your store! 







Look « Saturday Evening Post 
Better Homes & Gardens 

True Story « Farm Journal 
McCall's 
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FREE! This beautiful blue, gray and gold 


counter display. You purchase the 6 DeLuxe 


*alladium Emblems illustrated — $36.00 
Keystone — and get this attractive display 
absolutely free. White leatherette-covered 
steel-hinged gift boxes — $1.00 each, Key- 
stone. 





To help you feature Irons & Russell DeLuxe 


Fraternal Emblems — and other palladium 
jewelry — we will be glad to send you, free, 
a Basic Merchandising Kit of sales aida. 
This includes a counter card, booklets, a 
velvet pad, newspaper mats and a metal- 
faced sign. Use the coupon. 









How to get 
more men —/A\ 


a 


into your store 


... by William E. Smith, 
President 
IRONS & RUSSELL Company 


‘The average American male takes great personal pride in 
his fraternal emblem. And some men go into a jewelry store 
only when brought in by an emblem promotion. 

“Emblems are a cinch to carry and display. Your stock is 
always up-to-date. It isn't susceptible to style changes or 
designers’ whims. 

“As for displays, even a small amount of window space 
attracts a good deal of attention from men 

“And emblems are exclusively jewelry store merchandise. 
You don't have to worry about any other kind of store taking 
this business away. 

“So, it will pay you handsomely to feature Irons & Russell 
DeLuxe Fraternal Jewelry Emblems. 

“These are no ordinary emblems! They are ‘sculptured’ 
from all-precious palladium, a metal! that retains its beauty 
and luster through the years. A meta! that trades up jewelry! 

“We want you to see for yourself what great values these 
1 & R DeLuxe Palladium Emblems are! So send for this won- 
derful assortment. We will ship to you direct unless other- 
wise notified and will bill you through your wholesaler. Just 
use the coupon.” 


_—-—— —— —— eee ~~ eee ee = 


Irons & Russell Company K-10 | 

95 Chestnut Street, Providence, R. L 

[) Please ship ........ DeLuxe Emblem Counter Displays, 

as illustrated, with 6 emblems ($36 Keystone per unit) 
') Please include ........ gift boxes ($1 Keystone each). 
| Please send me, free, a Basic Merchandising Kit of 

palladium sales aids. 


——— — ee ee cee eee eee ce 


My Wholesaler is 


My Name ! 
Company Name : 
i 
Street 
i 
"7 ‘ ' 
( ity ’ 
! 
j 
} 
J 
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Platinum Metals Division THE INTERNATIONAL NICKEL COMPANY, INC. few "fon0"¥ 
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Help Wanted 













experienced watchmakers, 
positions - located in Middle Weat. 
Address “H., 2839," care J C-K. 
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WANTED; A-1 jeweler. who can repair 
76. oot stones Address “V., 1461." care 















Situations Wanted 

WANTED, two A-1 watchmakers: per- 
centage basia only. Address “T.. 1460.” 
care J C-K. 












VOMAN, experienced wholesale manufac- 
turing ‘jewelers and diamond importers, 


detail work. references. Address “V., | {—_-1111:|1.17s 
2860,” care J C-K. 
——— | Business oes 












— es . ee eee 







































DIAMOND expert, all around experience, § e—- RSP as taco , 
desires to make connection wren ee | ,———— " p 
firm ase buyer or similar. Address “H., e! 
2820,” care J C-K. 3 AM ready to pay you oni, dilles 


for dollar, for your stock, Serine ~~ 


' 


bite aieapecmarhs nei Peer erties | you have n an established cas NI '- 
| a a hee r r MA! 
COBTUME jewelry department manager ; jeweler for a period of years an ates © 
exp--: merchandiser; high type im- | emjoy a good reputation; I will take respont 
mea‘ursbly qualified earns. Ad.- stock over as a going or going-out- - 4 


dress “G,, 2861," care J C | of-business; not interested in 
- | e@vedit stores; I h bought anc 

@ver 100 ste he 
business; al 
et cong 

















SALESMINDED ecredit office manag 
heavy diversified experience retail 
elry business; reference. Address 
1993," care J C-K. 





BOCKKEVLPER, ag , 
Jepce, credits, ¢ 


RESULTS COUNT.... 


® And as a RESULT of classified advertisements placed in the 
Jewelers’ Circular-Keystone, experienced help is obtained . . . 





THE new jobs are acquired . . . stores are sold—and bought . . 
special opportunities are offered—and accepted. 


JEWELRY 
INDUSTRY ® For 87 years, the J C-K has been the leader in bringing 
together various lets-do-business segments of the jewelry in- 
RELIES dustry. it has—and does—carry, by far, the most classified 
ON THE advertising of any jewelry publication—because it produces 


RESULTS! 


J C-K 


® If you are seeking somebody or something, then read— 
and advertise in—the classified section of 


JEWELERS’ CIRCULAR-KEYSTONE 
, cum ncon | Chestaut and 56th Sts., Phila. 39, Po. 


* A branc h oie S i§ mag ate f 47” dq S+ for ser a in New uf 
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New! Amazing discovery 





makes simulated pearis look real! 


Aristocrat 











+. ¥ 
o enon . ‘ furs by Rother Oo ott 
Coro proudly presents ARISTOCRAT... the most beautiful simulated pearls man can make! Compare 


and see for yourself how the delicate lustrous color, the GLOW-FROM-WITHIN that you associate only 
with real pearls, is faithfully captured in Coro’s ARISTOCRAT, finest achievement in simulated pearls. 


As shown: necklace $7, two-strand bracelet $6, earrings $2, ring $3. See Coro’s beautiful ARISTOCRAT collection at all leading stores, or write Coro inc., N. Y. 1 
As seen in the New York Times Sunday Magazine Supplement 


FASHIONS OF THE TIMES 


















anew kind of tableware 












American-made grade rolled 


Stainless Steel tableware 


Women’s magazines started it. Newspapers and general magazines nurtured it. 
Television clinched it; so that today, the homemaking public has a greater 
appreciation for good design than ever before. 

But along with good design, the lady of the house wants something that takes 
little care—or better still, no care at all. These are the very two features 

she associates with grade-rolled Stainless Steel tableware. 


Will you have the patterns she wants, when she comes in, ready to buy? 


USS SIAINLESS Bree t 


SHEETS * STRIP * PLATES * BARS * BILLETS * PIPE’ TUBES* WIRE * SPECIAL SECTIONS 
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UNITED STATES STEEL CORPORATION, PITTSBURGH - AMERICAN STEEL & WIRE DIVISION, CLEVELAND - COLUMBIA-GEWEVA STEEL DIVISION, SAN FRANCISCO 
NATIONAL TUBE DIVISION, PITTSBURGH - TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA. - UNITED STATES STEEL SUPPLY DIVISION, WARENOUSE DISTRISUTORS 









UNITED STATES STEEL EXPORT COMPANY, WHEW YORK 





s 











Faclst we lsle meat ett oie 


he ie 8 ee 


Iiiustrated: Masonic 
Blue Lodge ring with 
heavy 10K yellow gold 
shank ... heavy white 
Masonic trim, trowel, 
level and acacia on 
sides. 


No. R-812 
$45.00 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 


Emblems since 1661 
through your Wheleseler 


Beautifully mirror finished massive Gold Filled set, fine dia- 
mond tooled lines, with signet for engraved initials, 


Set retails for $16.00 


RIPLEY & GOWEN CO., INC.--Afftieboro, Mass. 


Medium size book locket end cheln, beautifully hend engreved ond 
engine turned 


1404.1407 1/20-12K Yellow G.F. $6.00 ea. 
1408 Two-tone 1/20-12K G.F. %.25 ea. 


H. F. BARROWS CO. 


NORTH ATTLEBORO, MASS. 








> 
co, CHERUB Gifts 


“Something special 
from your Jeweler” 


- 
a me , 
‘ 


7 


Birth Date Anniversary Rings for MOTHER 
and DAUGHTER also Earrings and other 
gold items for personal adournment. 


BDA-10KaratGoip 


RINGS AND JEWELRY 
ORDER ONLY THRU BDA WHOLESALER 


Remembrance Bracelets 
»* 


ina wide variety 
of chain designs 


- Available in ™ 
y Sterling Silver * 1/20-12 K.G.F. 
* 10K and 14K 





AUTOMATIC CHAIN CO® @ Providence. R. | 


wr V¥ ’ - rt £ 
‘ 





NEW-—STONE SET 
LADIES PHOTO-IDENT 


’ 


For your customers who appreciate BEAUTY and 
QUALITY. Your wholesaler will be glad to show 
you this DIFFERENT Photo-ldent. The beautifully 
hand engraved Sterling shield is set with simulated 


stones. $10.50 Keystone. 


PITMAN & KEELER, INC., ATTLEBORO, MASS. 








for 
Wholesale Jewelry Buyers 


EXCLUSIVELY 


another convenient 


UNITED JEWELRY 
SHOW 


“Wholesale Buyers’ Week" 


NOY. 6 thea 17 


AT THE SHERATON-BILTMORE HOTEL, PROVIDENCE, &. I. 
“Jewelry Center of the World” 


.= ‘tae : or 


/ 


spyeuinFORM ATION 








Vine 
Save Time... 
eiaalciel lic Appointments 
( an Cover More Limes 
Be First... 
>» Latest In Jewelry ‘5 


relate eliiicie. ines 








RETAILERS: This show is for wholesalers only. Please 
de not emberrass participating manufacturers by 
asking for admittance, 


The Industry Presents 


JEWELRY 
In All Categories 


COSTUME JEWELRY 

MEN’S JEWELRY 

RINGS 

WATCHBANDS MAKE YOUR RESERVATION AT YOUR 


COMPACTS 
NOVELTIES AND FAVORITE PROVIDENCE HOTEL NOW! 


ACCESSORIES 

In All Qualities 

Including... UNITED JEWELRY SHOW 
BASE METALS SHERATON - BILTMORE HOTEL 
PLASTIC PROVIDENCE, RHODE ISLAND 
ALUMINUM 
STERLING SILVER 


GOLD FILLED 
KARAT GOLD 
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SHiP’s WHEEL BAROMETER. An ideal gift 
for the sportsman! Fine grained, light 
finished maple with brass spokes and 
bezel. Exclusive, detailed Taylor STORM- 
OGUIDE* dial predicts coming storms. 
For desk or wall. Ne. 2515, only $13.50. 
(Also in hand rubbed walnut Ne. 2512.) 


*Reg U.S, Pat. Of 





as 

INDOOR-OUTDOOR THERMOMETER tells 
both indoor and outdoor temperatures 
from éaside the house. Sandalwood grey, 
Ne. $330, Willow green, Ne. 5329. $6.95. 


TAYLOR 






St. 


MINIATURE PENDANT BAROMETER with 
matching thermometer. Rich mahogany 
case, polished brass trim; Taylor altitude 
adjustment, STORMOGUIDE dia’ gives de- 
tailed weather forecast. Ne. 2494, $21.50. 


wn | ‘ ; 7 : ‘ 
WINDOW THERMOMETER has translucent 
back, magnified column and bold scale 
for distant reading. Green Tenite case; 
stainless steel bracket. Ne. 5328. $2.75. 


lave you any 
that are new and 









GOLFGUIDE BAROMETER is a sure approach 
to the “long green’’. Forecasts golfing 
weather in golfer’s language. Rich hand- 
rubbed mahogany case on streamlined 
brass-laquered feet. 4%’ diameter. In ap- 
propriate gift package. Ne. 2486, $12, 





AUTO WINDOW THERMOMETER clips on 
side-vent. Tells outside temperature at a 
glance. Transparent plastic case. Fits 
all cars. Ne. 5334. $1.19. 


INSTRUMENTS 
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Christmas Gifts 


different ? 
ae 


Here are 9 of them! 





ee 





WAKEFIELD PENDANT BAROMETER. Here's ele- 
gance in the classic style! Selected red mahog- 
any case with polished brass fittings. Barom- 
eter, thermometer and humidity dials carry 
Old English markings. Keyhole hanger for 
easy mounting. Ne. 2472, $35. (Available in 
light-brown mahogany No. 2473.) 





CONSUL “WEATHER BUREAU” 3 instruments in one! STORMO- 
GUIDE dial gives detailed local weather forecast. Two other 
dials show temperature and humidity. Cloud Grey plastic case, 
Ne. 2583; chocolate brown, Ne. 2584, Only $10, 





INE beautiful Taylor barometers and thermometers 

for the really different Christmas gift, Taylor's distinc- 
tive styling makes them a welcome addition to any home. 
And they are all top quality weather instruments, built 
for highest accuracy. 

A display of these fascinating, unusual instruments will 
attract lots of attention in your store. They take up very 
little room, and return high profits . . . and returns or 
markdowns are negligible. 

Order a complete stock of Taylor Christmas gifts today. 
And watch how our national advertising brings in the 
customers. Taylor Instrument Companies, Rochester, 
N. Y., and Toronto, Canada. 





and satin grained brass pillars. STORMOGUIDE detailed fore- 


dial tells temperature and humidity. Ne. 2567. Only $23.50. 


MEAN ACCURACY FIRST 
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LARCHMONT COMBINATION. Hand-rubbed solid walnut panel 


cast dial has silvered background with gold highlights. Other 


if you think 
delilah had 
samson 


on a string... 


meet the girl under 2O 


She has everyone on a string... 
. her mom and dad who come thru with watches and jewelry at the drop of a hint 
. her beau who’s all tied up in knots over her, brings her bracelets, necklaces, charms, and, 
i! it’s the right boy, a diamond engagement ring 
. her friends (the most gifted crowd in town) whom she has going ’round in circles from 
Christmas to birthdays to graduations to bridal] showers then back to Christmas again. 


She names it! She gets it! 


More girls marry at the age of 18 and 19 than at any other age and her family and friends go all out 
buying her silverware, china and glassware...then there’s the $4 billion of her own money which 


she spends as she likes...and she likes to fill her hope chest. 


So if you play your cards right...you can have the young lady under 20 on a string...for a lifetime. 


Place your story where 2'% million girls will see it, read it and ask for it... 


seventeen 
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Put your story in a gem of a magazine. 7 
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FAVRE-LEUBA 


Prescribes 


As the key-idea in the extraordinary Favre-Leuba Plan we have formu- 
lated a system of “monitored distribution” to a selected list of 
representative Jewelers. Limiting the number of retailers permits us to 
apply rigid controls in the distribution of our watches to the con- 
sumer. It minimizes the danger of leaks to unscrupulous vendors. It 
assures a closer relationship between ourselves and our dealers. 


Here are the other points in our plan to build a healthy, profitable, 
competition-free watch business for retail jewelers: 


We will never sell, or permit others to sell, our watches to “cut price”, 
industrial catalog, or canvassing firms... 


We will protect our retailer against “bootlegging” by registering the serial 
number of each watch leaving our hands... 


We will see that every Favre-Leuba watch is retailed to the consumer at 
the same price, everywhere ... 


We will select only retail jewelers of the highest responsibility and 
integrity as distributors in each community... 


We will support our dealers with the most effective advertising and point- 
of-sale aids... 


We will follow this basic principle: it is good iudement to develop a 
dof i i 6 JUG P 
limited number of the better retailers. who. in turn. can build a selective 

patronage in their localities... 


Inquiries from Representative Jewelers are invited. 


<€> FAV FR a . & a U B A Watch and Chronometer Co., Inc. 


665 FIFTH AVENUE, NEW YORK 22. N.Y. 
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It’s the new ZIPPO Holiday Assort- 
ment—most beautiful and striking 
display ever put on any counter! 
Your customers can’t miss it... can't 
resist buying! 

And note that beauty in the center 


of the tree! /t's the very latest of the 
new ZIPPOS! It is high-polish 





from THIS tree! 


® 


THE Cle! GlNAL. 
WIN OP ROOF 


. ae ; 
*, ” ‘ 
“h oe * 


Pictured on the Zippo “Profit Tree” are top, two-tone chrome plate center, new engine-turned high-polish chrome plate with acroll. tower left, engine-turned chrome plate and 


lower right, high-potish chrome piate. These four lighters, plus a free Holiday Assortment display —§12. Actual retail value—§20, your profit —§6, Aak your wholesaler for HA-12700' 


chrome plate, with beautiful engine- 
turning and delicate scrollwork! The 
newest gift of the year! ® 


Order this new knockout display 
early! And give your sales that extra 
profit-shove by telling how every gen. With the famous 
uine Zippo windproof lighter is guar- Zippo guarantee 
anteed to work — or we fix it free! 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. in Canada: Zippo Manutacturing Co., Canada Ltd., Niagara Falie, Ont 
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Makes “first-time” diamond 
ring sales easier 


Artcarved’s Permanent Value Plan builds con- 
fidence with couples buying their first ring, be- 
cause it ends all doubt about the diamond’s true 
value, Artcarved’s P.V.P. means your customer 
can apply the full current retail price (less tax) 
of her Artcarved ring toward the purchase of a 
larger Artcarved diamond at any time... as 
specified in the guarantee. And, most important, 
she can do this at any of the thousands of 
Artcarved jewelers anywhere in the United States. 





Creates more new diamond 


ring customers for you 


Thanks to Artcarved’s P.V.P. budget-conscious 
young people can start with a $50 diamond ring 
and make it “‘grow”’ into a larger one from year 
to year. These young customers, who might fore- 
go an engagement ring because of interest in 
other non-jewelry items, can now purchase an 
Artcarved diamond ring from you with complete 
assurance that Artcarved’s P.V.P. will protect 
their investment, regardless of where they may 
be living in the future. 


NOW your customers are seeing P.V.P. in more advertising than ever before! 


LiFe 
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exclusive 


Value Plan 








ring sales faster for you! 
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Helps you “run rings around 
your competitors’ 


No local competitor of yours—in fact, no in- 
dividual retail jeweler anywhere—can give the 
confidence that Artcarved’s nation-wide P.V.P. 
creates in your buyer’s mind. Your customers 
won’t want to look further when they learn only 
Artcarved offers the P.V.P. This plan will end 
your customers’ interest in “shopping around,” 
or in getting appraisals from other jewelers. 
Artcarved’s P.V.P. assures greater customer sat- 
isfaction-— greater sales for you. 


* “ 
6a 
PF in 
- / Jewelry Industry Council, 
ee sa Jf 
core, (#68. 1) ® wood & sone 
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OPERATION CHERUSB. Artcarved joins the hundreds of fine jewelers 
C ~/ | ae and suppliers in “Operation Cherub’ 
‘ I44 signed to help you sell more jewelry as Christmas gifts. Don't mins 

this opportunity to tie in’ “Operation Cherub’ is sponsored by the 

















Designed for Young America 
on the Move 


‘Today’s young people no longer stay settled in 
their home town. This year, you can expect 30 
million people to move. ‘Thus local jewelers’ old- 
fashioned diamond ring trade-in plans are not 
enough! Young people need, and have been look- 
ing for Artcarved’s P.V.P.... the only plan that 
assures them of nationally recognized diamond 
value — wherever they may live. And every 
Artcarved sale made in the U.S. is a potential new 
sale for you ... all Artearved'’s jewelers are work- 
ing for each other! 


the dynamic promotion de- 





J.R. WOOD & SONS, INC. 
216 Kast 45th Street, New York 17, N. Y. 






















ATMOS CENTURY — Tie newest member of the famous family 


of Perpetual Motion Clocks will be seen in every advertisement. 
Its amazingly low selling price will attract countless customers 
who will discover that they, too, can afford to buy this Most 
Exceptional Gift in All the World. $99.50, plus federal tax. 


LE COULTRE FUTUREMATIC — A must in every jeweler’s watch 
line! Engineered to be the most accurate automatic watch in the 


world, it may be set to the exact second. 100% self-winding, it has 
no winding stem, Reserve Power Indicator. $95. 14K gold, $159.50. 


LE COULTRE COUTURIER WATCHES — Four appealingly elegant 
creations from a complete line of exclusively-designed and 
value-priced gift watches for ladies. Offering the ultimate in 


fashionable beauty, each of these diminutive timepieces is like- 


FOR YOUR MOST EXCEPTIONAL 
GIFT-SELLING SEASON 


LE (OULTRE 


THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


Again and again, dynamic full-page advertise- 
ments in the nation’s most-read magazines will 
send customers to you — convinced that, in your 
store, they will find Most Exceptional perform- 
ance and beauty, unsurpassed quality and value 
in every LeCoultre Watch and Clock you offer. 


LE COULTRE WRIST ALARM — This self-selling watch with irre- 
sistible “golden voice” is a year-’round profit winner. Its many 
exclusive talk-about features makes it one of today’s most sought- 
after gifts for a man. $79.50. Waterproof* with bracelet, $89.50. 


wise a masterpiece of the watchmakers meticulous art. Ex- 
quisitely finished, inside and out, each will provide years of 
dependable accuracy. “Fay”, $71.50; “Petite”, 14K gold, $110; 
“Desiree”, 14K gold, $117.50; “Marquise”, 14K gold, $117.50. 
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Speaking OF THE JEWELRY TRADE 


®* ONE OF THE things that makes 
Sol J. Kahn different from other jewel- 
ers is the fact that during his 38 years 
in the field he has pierced about 25,.- 
000 pairs of ears. 

Sol, the proprietor of Solmor lew- 
elry Co., 901 Seventh Ave., New York, 
has been piercing ears for years. A 
lew years ago, he came up with the 
idea of doing it as a “package” deal 
with the sale of a pair of earrings. 

The idea worked, and about 100 
customers a week now flock to his tiny 
shop to take advantage of his unique 
offer. 

Scl keeps the operation simple, using 
only a dash of penicillin powder, alco- 
hol, a needle and a cork to place 
behind the lobe. 

Hlis customers include all sorts of 
women, from housewives to 
stars. Among his customers 
Metropolitan Opera singers Margaret 
Harshaw and Thelma Votipka, and 
movie star Betta St. John. 

Sol is proudest of his success with 
customers from the medical world. 
“I’ve done nurses from every hospital 
in New York,” he says with a happy 
smile. 


mov ie 
are 


* THE LITTLE community of Char. 
don, Ohio, is probably the only place 
in the country where time refuses to 
“march on” like it is supposed to. 
Since the old clock atop the local 
courthouse went haywire, time has 


been marching every which way 
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much to the irritation of residents. 

One morning, one face showed & 
o clock. 
o'clock and the other two sides showed 
even diflerent times, 

This was troublesome enough, but 
the residents really burned up when 
they were forced to suffer through 
30 loud bongs that night when the 
clock struck 12. A few nights of this 
noisy timekeeping caused such an up- 
roar among the populace that the city 
fathers called upon a national clock 
concern for help. | 

The firm sent a repair expert to look 
into the matter. 
he had climbed up into the tower, he 
discovered the reason for the strange 
lightning had struck the 


the reverse side showed 1] 


A few moments after 


behavior: 


' 
ces 
ue ars. 


* A WHILE BACK we ran an item 
here about a rather longish name we 
noted in the Philadelphia telephone 
book: one Dr. Wolfeschlegelsteinhau- 
senbergerdorfl. 

A reader has just called our atten- 
tion to the fact that we omitted an “e” 
from the doctor's name. 

Ha! 
W olfeschlegelsteinhausenbergerdorff 
we meant / 


How does he know which Dr. 


® THOUGH the King’s English is still 
a strong force in merry old England, 
it isn't what it used to be in the U. S. 

Roy Masters, a diamond cutter from 
learned 


London. this the hard way 


during his recent visit to New York, 
Masters told reporters that he had ex- 
perienced some language difficulty in 
getting to the underground, as the sub- 
way is called in London. 

The diamond expert said he asked 
two men how to get underground and 
both replied, “Drop Dead!” 


°° THE DUTCH have a saying that 
people are “tow soon old and too late 
smart’——but it certainly doesn't apply 
to jeweler R. R. Sourber, a “Dutch. 
man” from Tamaqua, Pa. 

Sourber showed his intelligence dur 
ing the which swept 
through the town causing widespread 
damage. Every store in the section 
Sourber's suffered 
cause of damage to merchandise on 
the ground floor. 

How did Sourber perform this mir- 
acle? He simply tore up some of the 
floorboards and let the flood 
flow into the cellar! 


recent floods 


except losses be- 


waters 


* HAROLD L. SHYER of Nashville, 
Tennessee, has been a jeweler for 42 
years, Yet, even with all this experi- 
ence behind him, he was stumped by 
the young lady, in her early 20's, who 
recently entered his store. 

“| want to buy a man’s engagement 
ring,’ she said, 

In all his years behind a jewelry 
counter, Harold had never heard of 
such an object. 
lady to explain. 


He asked the young 


69 












































Actwal tite illvetration reproduced from our ltetest catalog 


NUMBER 


324.1 
32603 
532-1 
332-103 
337 

39 

34) 
3420) 
40.) 
Me) 
4304 
M)) 
43.304 


s toe 


PRICE 


$16.50 
26 00 
20.00 
40 00 
76 00 
26.00 
12.80 
12.0 
19.50 
19 60 
44 00 
30 00 
54 00 


26 00 
16.00 


white 


DESCRIPTION NUMBER 
Stone point éta 344.10) 
liamend 144-3 
Pear! border 134802 
Pear! border | d:amend 13468PD2 


Stone pt. star 2 pearls, bi en. 1372 
Stone pt. star, black ename! 137204 
Block en!. 2 pearls 37% 
Black en!. 2 pearls | diamond 136770) 
Stone pt, star, engine turned (088 


Pear! borde: 13880} 
Pear! border | diamond Ni 
Pear! border, stone of. star 9? 
Pearl border, stone pt. star, B93 
| giamond si} 
lamond 8i4 
senuine hall pears 


s ore tine oGuatlity 


: 
gor 5 


PRICE DESCRIPTION 


3300 5 genuine he 


19.06 Stone point stor 


2%00 Engraved wreat! 
24.060 Engraved wreath 


70.00 Stone point star 


4% 00 Stone pom? star, 


Eastern Star Pins 


7 pears 


i ow 


160.00 Paliadium, dia. bdr. and 


2950 Engraved wreath 


19.50 Engraved wr th 


3700 Eng. wr. stone 


4.80 Palladium 
27.00 Palladium 
24.00 Palladium 
1700 % genuine 
30.00 §& genuine 



































DIAMOND 
PEARL 
AND STONE POINT 


Ladies just naturally love jewelry— 
that's why ladies’ organizations such 
as Eastern Star provide a natural 
market for emblematic jewelry. 

tHere is a complete selection of 
Eastern Star pins in 14 karat gold 
with fine quality diamonds and 
pearls. 


We also manufacture an extensive 
assortment of additional Eastern 
Star pins, rings and other jewelry 
which are sure to please your 
feminine customers, sure to increase 
your profits through volume sales. 


Wefferling, Berry is known 
for the high quality of 
emblematic jewelry and for 
its extensive selection. We 
manufacture the finest Ma- 
sonic, Shrine, Scottish Rite, 
Knights of Columbus, Ek, 
dio Moose, and other lodge and 
fraternal jewelry. 


mong 


} domond 
} diamond 
cent 
diamond Write Dept. CKIO for our 
stone pt. star latest 60-page catalog of 
fine embiematic jewelry 
pf. star, | dia 
stone pom? sitar 
stone point star 
store point sitar 
whole pear's 
whole peoar's ne 


pom? stor 


(keystone) 











Wrerrertine Benny & CO. 


seocrtevtTy 


wen eeEe nr A wm E&Ricawn oem 


vos NAME THAT MEANS 


8 ROGE STREET, NEWARK 6B, N. J. 
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“Tonight, | intend to propose to a 
young man who has never popped the 
question to me,” she replied, “If he 
accepts, | want an engagement ring 
ready to slip on his finger.” 

After recovering his composure, 
Harold brought out a tray of rings. 
The young lady selected a diamond in 
a man's setting—and left feeling quite 
pleased with herself! 


* BIG BEN—a London landmark for 
nearly 100 years—is perhaps the best- 
known clock in the world. 

Yet, its early years were marked by 
one crisis after another, and its even- 
tual completion seemed quite unlikely. 
When the clock was first suggested, a 
fierce controversy developed over its 
practicability. During its construction, 
the designer was retired by illness and 
the builder died. 

Its huge 16-ton bell—the largest of 
its kind then——cracked on its first test. 
A second was cast and installed: then 
the clock refused to run. The substi- 
tution of lighter hands solved the prob- 
lem, but within two months the new 
bell cracked, 

It was hopefully turned around one 
eighth to provide a different striking 
surface. The idea worked, but it added 
a note of hoarseness to the bell which 
ean still be detected today. 

A special sitting of Parliament was 
called to decide upon a suitable name 
for the clock. Tradition has it that Sir 
Benjamin Hall, known affectionately 
as “Big Ben,” made a long speech on 
the subject. 
a witty member, thoroughly bored with 
the proceedings, shouted, “Call it ‘Big 


As he wearily sat down, 


LiL A 
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Ben’ and have done with it.” The 
assembly roared with laughter, but the 
name stuck. 

Big Ben’s error, year in and year 
out averages only four-tenths of a sec- 
ond a day. Its performance is regu- 
lated by adding or removing a penny 
or half-penny from a tray halfway 
down the pendulum. 

Its working parts weigh five tons. 
Each dial is 23 feet in diameter, the 
minute hands are 14 feet long, the 
hour hands 9 feet long and the fig- 
ures two feet high. 


* IN OUR August issue, we pub- 
lished a story on the fashion show 
arranged by jeweler Solon A. Reyman 
of Port Chester, New York, to raise 
money for charity. 

Behind the scenes of his show was 
the little-known, but invaluable co- 
operation of four manufacturers 
Ralph Singer, Trifari, Raymond Abra- 
hams and Linde——each of which pro- 
vided merchandise to help make the 
show 

Their assistance 
of the values to be gained by coopera- 
tion retailers and manufac- 
turers, 


a success. 
is a fine example 


between 


® TEXAS, that fabulous land of oil 
wells, ranches and more oil wells, is 
not only a state, but a state of mind! 
Where else could you place the locale 
of the following story, but Texas? 
The story concerns two men who 
were attracted by a five carat diamond 
in the window of a jewelry store. 
“Let's go in and have a look,” said 


one of thera, 


The clerk removed the diamond 
from the window and offered a few 
words about its beauty, “I'll take it,” 
said the man—and promptly began 
peeling off bills from a large roll in his 
pocket. 

Before he could hand the money to 
the astonished clerk, his friend stopped 
him, 

“No, you don't,” he explained as 
he reached for his own wallet. “You 
paid for the lunch at The Shamrock. 
This is my treat!” 


* THANKS TO the movies, and such 
characters as the infamous “Raffles,” 
many people believe that jewel thieves 
are a clever and intelligent lot. 

A couple in Miami thought so, too, 
when a thief stole $400 worth of their 
jewelry and two tickets to a sporting 
event, Police, however, knew that a 
real-life thief would be just dumb 
enough to use the stolen tickets, 

They went to the game a few days 
later, As expected, they found the thief 
and a friend in the seats! 


© THE MORAL of this tale could well 
be, “Let a man be cautious when he 
departs from his own field,” 

A lady went to a lecture on china 
conducted by one of the dinnerware 
manufacturers. She came home and 
told her husband she had learned 
there was bene in their china. Now, 
her husband was a doctor, and he 
promptly called the china company. 

“You may fool my wife, but you 
cant fool me! That's of the 
cruelest things | ever heard of! Hu- 


one 


** 


man bones in china... 










































you can sell TODAY 





on YESTERDAY! 


by Gladys Babson Hannaford 


* All over the country, there are jewelers who tell 
happily of diamond sales made this year. Many say 
that diamonds account for a much higher percentage of 
the volume of their business today than they have done 
in the past, Naturally, these figures vary with the num- 
ber of lines a jeweler carries, but some say diamonds 
bring 30 to 40 per cent of the dollars coming into their 
atores, 

One reason for this is that many jewelers recognize 
in the diamond their best means of building consumer 
confidence, They have put more sales and promotion 
eflort behind their diamond departments and it has 
paid off, 

Whatever the reason, more diamonds are being sold. 
If you have any doubt about getting your share of this 
business, the question is, “Are you READY to sell dia- 
monds ?” 

NEW KIND OF APPRAISAL. Uf someone brought 
several fine pieces of jewelry to you for appraisal, you 
would know that you could not do an honest job in a 
matter of minutes. An appraisal of yourself and your 
wore is a still more difficult and time-consuming job. 

You might well start with the hardest part of this 
appraisal job: the analysis of yourself as a diamond 
man, Don't attempt this at home; do it in the store where 
you meet your customers. 

Start in front of a mirror, if vou were out too late last 
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night, it might be a good idea to wait until tomorrow, 
See yourself as the customer sees you at your normal 
best. Then answer honestly if you were a customer, 
would you buy that BIG diamond from the man facing 
you in the mirror? 

ONE PLACE WHERE YOU START AT THE TOP. 
Need a haircut? (1 know-——you were just on the way to 
the barber when you started to read this!) Was today 
the day when you thought you could get by without a 
shave? Collar frayed a little? Sleepy morning eyes may 
have told you it could stand one more wearing when a 
second glance says No. Does the suit jacket look as if 
it were hung on the back of a chair last night instead 
of a hanger? 

You may never have a customer walk out of your store 
because you need a haircut, yet such small things indi- 
cate the degree of your respect both for your customer 
and for your merchandise, 

HANDS ACROSS THE COUNTER. Now, the most 
telling point of all--your hands! When you are showing 
diamonds, your hands will be your most noticed feature. 
No matter how carefully you handle the diamonds, 
stained or broken fingernails will never say for you, 
“This man knows and loves diamonds.” If you are a 
“Sunday Painter” (or plumber or pruner) wear gloves 
while you “do-it-yourself.” Hands that show Sunday 


wear and tear are no help to diamonds on Monday. 


THe JeweLers’ CrrcuLar-KeYSTONE 





Some men feel that time spent having a manicure is wasted, Others feel it 
just isn’t masculine. (Are grimy fingers a he-man sign?) Take out some of 
your diamonds and examine your hands critically as you go through the 
motions of showing the diamonds to an imaginary customer. Would those 
hands sell you diamonds? 

Your knowledge of diamonds and your reputation for integrity are basic 
business assets both to bring you new customers and to keep old ones over a 


span of years. But they are intangibles, and what the customer can see is 


4 “THE DIAMOND LADY” to retailers 
and countless consumers, Mrs. Hannaford 
is a member of the staff of N. W. Ayer 

& Son, advertising agency. A frequent 
lecturer at colleges and conventions, she 
appears regularly on radio and TV 
programs. Her close contact with jewelers 
has equipped her with a wealth of 
merchandising material on selling 
diamonds. 





important, too-—-especially, if the customer is a woman. You need to keep that 
in mind as you look at the man in the mirror. It has a great influence on your 
“replacement value” as far as your diamond department is concerned, 

Your employees not only know the nominal standards you set for yourself 
and them, but they also look to you for an example of how far they really 
count, A jeweler in Tennessee complained to me of his help problems. He said 
his people were all untidy in appearance and sloppy in their methods of hand. 
ing stock and selling. But even as he spoke, his hair was uncombed, his shirt 
was soiled, and traces of cigarette ash clung to his jacket. Employees look to 
the boss for leadership and most of them feel that they don’t have to be quite 
as “perfect” as he is. 

CAN YOUR WINDOW CATCH A CUSTOMER? Appraisal of your store 
itself might well start with your windows. That's where your prospective custo- 
mer starts. If you were a consumer, what would those windows tell you? 

Every piece of merchandise in your windows should tell of your pride in it. 
This is particularly true of diamonds. If diamonds are one of your biggest 
profit-earners, they ought to be presented like the special sort of treasure they 
are. 

1 woman at a lecture said to me, speaking of a jeweler in her city, “They 
say he really knows diamonds, but his windows look like a rummage sale and 
you don't go to a rummage sale to buy diamonds.” 

A fine diamond, set a little apart, with space around it, says to the customer, 
“| am rare and fine, Come and see me.” 

lf your diamond display is good, the consumer will have a higher regard for 
the other merchandise as well. Your diamonds are the best standard-raiser 


your store can have, 


PLACE OF PRECIOUS GEMS AND BEAUTY. As you go into the store, 
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you should get the feeling that it is the right kind of place to look for such 
precious merchandise. How good is your housekeeping? 

Floors can get dirty quickly if there is much traffic, but there is no excuse 
for litter of small papers. Some salesmen drop bits of tissue and cotton behind 
the cou.ter, and they find their way into the aisles to create an effect of care- 
less dirt, Endlessly, counters have to be cleaned of fingerprints—cleaned un- 
obtrusively by everyone in the store. The customer can’t be enthusiastic about 
diamonds that are shown first through someone else’s dirty fingerprints. These 
things are small, but they build up sales resistance because they imply in you 
a lack of respect for your own merchandise. 

Your windows, your store, your housekeeping, your appearance and that of 
your employees should be doing a selling job for you before the customer 
ever looks at the specific merchandise he wants. 

WHERE, OH, WHERE HAVE THE DIAMONDS GONE? If your store is 
average, your diamond department is the most important of all, dollar-wise. 
If it is tucked off in a corner, the analytical customer is going to feel that you 
don’t consider diamonds important and you probably don’t carry too good a 
stock. If that is so, he will be better off buying his diamond elsewhere. Sale 
lost before you show a stone! 

The diamond department ought to have not only an important location but 
an important look as well. You can judge this only by coming out from behind 
the counter and viewing it as a customer. Are the diamond pieces placed so 
there is a feeling of individuality about them? Cases, like windows, can easily 
get that rummage-sale appearance. | have been in many stores where it was 
difficult to tell where diamonds left off and other merchandise started. Drama- 
tize the diamonds by making a distinct separation between them and other 
merchandise. 

It is not necessary to have all your diamond stock on display. If you have 
to go to the safe to get a particular stone to show, the customer won't mind 
waiting. He will feel that he is being shown something extra-special_some- 
thing not everyone walking through the store can see. 

Proper lighting is probably the most important single item in your diamond 
department. It gives the diamond a chance to speak for itself, sending out its 
flashing rays of light that seem to say, “Take me!” It makes a silent salesman 
of every diamond in the case, helping you with every diamond customer and 
also reaching out to leave an impression on many a passer-by. 

THE STAGE SET. Do you have a diamond room where you can give your 
diamond customer privacy while he is making a choice? This is particularly 
important with young people who may not want to be seen by their friends 
while they are selecting the engagement diamond. But the older man making 


an important selection for an anniversary values privacy, too, and he likes the 
unhurried feeling that the privacy gives him. A diamond room will pay for 


itself many times over. Every jeweler who has one and uses it agrees on this. 
If your store is such that you cannot possibly have a small separate room, at 
least arrange a low counter or table where diamond customers can sit down 
while making a choice. 

What about your props? Every jewelry store has pads of some sort on which 
to place pieces being shown to the customer. How long is it since you have 
looked at yours? /t is so easy to take for granted things we use every day. 
Some jewelers are using pads in the diamond department so badly worn and 
“moth-eaten” in appearance that they have obviously seen use for years. When 
a jeweler puts a beautiful diamond on a worn display pad, he is, in effect, telling 
the customer that in his opinion diamonds don’t rate much of his attention. 
That worn pad, that seems to sneer at the diamond placed upon it sends many 
a customer to a different store. 
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Do you like to show loose diamonds to your custo- 
mers? Most laymen love the professional feeling they get 
when they first see diamonds in a diamond paper, but 
as a diamond salesman, you know the importance of 
getting that diamond into the hands of the customer. 
You also know that he will find it difficult to keep the 
diamond upright when he holds the paper. Some of his 
enthusiasm can evaporate as he does a little awkward 
juggling. For this reason, you should have either clamp 
or prong tweezers at hand. After you have opened the 
diamond paper and held it out for the customer to see, 
you should set the diamond in tweezers that he can hold 
without feeling clumsy. The tweezers will also boost 
the professional feeling that he enjoys. 

Every small thing that you can to to put the customer 
at ease will help you to make the sale. If your props give 
him a professional feeling, you are building up his self 
esteem and his confidence in his own ability to purchase 
wisely. Anything that makes him feel awkward, works in 
reverse, 

WITH THIS RING, | THEE SELL. Some jewelers 
use trays that hold several rings in their display cases. 
Others use boxes. When the customer points to a parti- 
cular ring in which he is interested, do you take out 
the single ring or do you take out the tray holding 
several? The ring he indicates should be isolated im- 
mediately from the others as if to emphasize its import- 
ance. Furthermore, as long as it is in the tray with 
others, the customer sees it as belonging to you. He can 
begin to visualize it as becoming his possession when it 
is set apart from the others. 

If you keep your diamond ring stock in boxes in your 
show case, take the ring out of the box before showing 
it to the customer, As it appears in your case, it is your 
property. This is the great disadvantage of using boxes 
in a display case instead of ring traps. The box becomes 
a happy symbol of ownership only when it has not been 
used for display. 

The first moment that the customer sees the diamond 
apart from others is most important. You want to get 
it into his hands to enhance this feeling of possession. 
At the same time, you want to convey your opinion of 
its desirability. 

Some jewelers use velvet-covered ring sticks on which 
they place the ring with care before handing it to the 
customer, One jeweler has his covered with white velvet. 
He admits they become soiled very quickly and that he 
has to have them re-covered often, but he claims that 
these white velvet sticks have really sold diamonds, 

When the ring is taken off the stick and handed to 
the customer either to view or to try on, its importance 
has been established. There are the blessed few that 
can be sold at this point, but it will still be your props 
and your handling of those props that have made the 


sale. 
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Looking at it coldly and objectively, is your diamond 
departm«.«t ready to sell for you / 

PAY-OF# POINT. Uf, at this point, you have been 
able to look at yourself, your employees, your windows, 
your store and your diamond department through the 
eyes of the consumer, you are ready for your appraisal, 
If you feel that there are some factors oa which you 
cannot pass judgment honestly, have your wife or some 
close friend help you. Don’t put your employees on the 
spot by asking their help. They are more likely to see 
the store through the boss's eyes (influence of the pay 
check) rather than the customer's. 

It is not enough to say that you must have standards 
and measure up to those standards, The standards must 
be high because you are dealing with diamonds —a gem 
that has rated very high in the mind of man for 2500 
years. 

If you want your share of the diamond business, an 
honest appraisal of these tangibles is the starting point. 
Set your store and yourself in order. Give yourself every 
possible sales advantage. All of these are tangible things, 
things the customer sees. They influence his thinking and 
his emotions; they make him easier or harder to sell, 

THE HARDER QUESTIONS, But there is a more 
difficult part of the appraisal which will decide whether 
you are ready for the diamond customer, There are those 
intangibles the customer cannot see but feels things 
that nevertheless may make or kill the sale. 

Thinks of these points: 


|. Do you really know your diamonds? Do you have 
the background information about them to make them 
glamorous? Can you talk quality in terms the customer 
can understand? The customer will be quick to recog. 
nize and respond adversely to any lack of assurance on 
your part, 

2. How do you personally feel about diamonds’ You 
should love them if you want your customers to love and 
desire them. You should have that warm excitement when 
working with diamonds that the customer finds so con 
tagious. 

3. How do you feel about your customers’ Do you 
feel all customers constitute trials that must be borne in 
the business of earning a living? If you do, you had 
better close shop right away and get into some business 
other than retail selling. We all like to be liked, even 
customers ! 

Do you pul all customers in one category ’ (Customers 
are people, as individual as the diamonds in your stock. 
You must be a psychologist, mind-reader, crystal-ball 
gazer, professional man, salesman and friend that last 
being the most important of all. 

To help you with your “appraisal of the intangibles, 


we will go into these three points next month 


THE END 








The potential market for jewelry could expand to $3 billion by 1960, 
says Arno Johnson, vice president and director of research, J. Walter 
Thompson Advertising agency. He also has equally startling proph- 


esies for later years. 


by Arno H. Johnson 


«ett 








your Future parallel 


that of the sewe.ry inpustryY? 


@ The potential market for jewelry by 1960 could expand by at least 75 pet 
cent over present levels. Total personal consumption expenditures for jewelry 
and watches were $1.4 billion in 1950 and were estimated to be at the annual 
rate of $1.7 billion in the first quarter of 1955. To keep up with our growing 
discretionary spending power, productivity, and probable population growth by 
1960 the potential market for jewelry could expand to $3.0 billion by 1960, or 
over 75 per cent greater than in 1955. 

That means an opportunity to sell to consumers $1.3 billion more of jewelry 
products annually by 1960. This opportunity can be shown to be real, but 
aggressive marketing will be needed to reach this level since it means major 
changes in the appreciation of jewelry and desires for jewelry by mass millions 
of Americans who are moving up the income ladder, 

But this is only the start of huge new markets! The President, in his 
Economic Report to Congress on January 20, 1955, gave a measure of the 
opportunity and the selling job for the next 10 years by pointing out that “our 
country can within a decade increase its production from the current annual 
level of about 360 billion dollars to 500 billion, or more, expressed in dollars 
of the same buying power.” 

To support the President's goal of over $500 billion of production by 1965 
will require a major increase in our standard of living up to at least $350 
billion of sales of goods and services to consumers. It would mean that to 
keep up with this possible growth in spending power the jewelry industry will 
have the opportunity to sell about $3.7 billion of its goods to consumers in 
1965—-or about 21, times the present level of sales. 

There are internal growth pressures in our dynamic and changing American 
economy that point to an immediate opportunity for substantial improvements 
in our living standards—improvements that can mean huge new markets. 

Let’s look first at the probabilities for growth in total national production 
and consumption over the next ten years since this will largely determine the 
future of the jewelry business. 

In the next five years, by 1960, if we increase the productivity per capita 
of our labor force at the rate we increased productivity in the five years from 
1950 to 1955, we shall have the opportunity for a gross national production 
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COMPETITION 


HOW TOTAL ADVERTISING PRESSURE AGAINST 
THE U.S. CONSUMER HAS INCREASED 
OVER $3 BILLION ADDED IN LAST 5 YEARS 
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oe JEWELRY INDUSTRY (continued) 


of at least $430 billion which could yield disposable income of $320 billion 
and a level of personal consumption expenditures of over $300 billion com- 
pared with $245.8 billion in the first quarter of 1955. 

Further, a continuation of this rate of increase in productivity per worker 

about 2 per cent per year—would, by 1965, indicate a level of production of 
over $500 billion and a standard of living measured by over $350 billion of 
sales to consumers, This checks with the President’s goal. (See Chart No, 1.) 

Such an increase in living standards is perfectly possible. Purchasing 
power is created by production. The increased productivity of our population 
since 1940, for example, has resulted in an increase of 92 per cent in real 
purchasing power-——even after adjustment for inflation, higher taxes, and heavy 
defense needs. The production level of over $500 billion possible by 1965 
could yield disposable income to individuals, after taxes, of $375 billion. This 
would be sufficient for an increase to over $350 billion of consumer purchases, 
plus a high level of about $25 billion annually in personal savings. 

The movement upward in income groups has been rapid in the last five 
years. During this period, when prices have been relatively stable, literally 
mass millions have climbed upward in income groups and in discretionary 
spending power. 

In four years—between 1950 and 1954—the number of families (consumer 
spending units) with incomes of over $4,000 after taxes (disposable income) 
jumped from 12.2 million to 21.4 million, At the production level possible 
five years from now, in 1960, the number of families with over $4,000 of 
disposable income could climb to 36 million. (See Chart No. 2.) 

Nearly 15 million families, for example, will have joined those with incomes 
over $4,000 after taxes, by 1960-—an increase of nearly 24 million between 
1950 and 1960. Their movement upward in purchasing power does not mean 
they will automatically take on the same desires, beliefs, and standards of living 
of the income groups into which they have moved. Yet the change in purchas- 
ing power, since 1950, represented by those with disposable income over $4,000 
is vast--$163 billion in 1954 and $248 billion estimated for 1960 as compared 
with $88 billion in 1950. That’s after taxes. 

As these families move up from one income class to the next they could 
represent substantially increased markets for jewelry if only they were to take 
on the habits and desires of the income group into which they move. This is 
true even though taxes and the cost of living have increased. 

But there are reasons why they don’t take on these new habits automatically. 
Their whole previous lifetime training, in most cases, was built around a dif- 
ferent concept of how to live. There is a major job for advertising and selling 
to change these concepts in line with the changes in income now available as 
discretionary spending power. 

Prewar, our economy was typified by the $25 a week family—average 
weekly carnings for production workers in manufacturing, in 1940, were 
$25.20. The “middle income” family, for example, fell in the $1,000 to $1,500 
income group. Now the “middle income” family is in the $4,000 to $5,000 
(Please turn to page 106) 
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® Pond Jewelers of Manchester, N. H., 
used plastic figures of choir boys 

to create the holiday spirit in this 
window display (opposite page). The 
lettering, notes of music and the 

choir boys were all made from sheets 
of foam plastic. A “cloud” of spun 
glass covers the base of the unit. 

Mrs. Clare True, owner of the Sancy 
jewelry store in Portland, Ore., used 
interesting items from her figurine 
stock to decorate one window display 
(opposite page). Discriminate use was 
made of plastic snowflakes, sprigs, 
colorful balls and artificial leaves. 
Top right-—W hite peacocks, with 
jeweled tails, made striking Christmas 
decorations for Busche & Sons, of 
ibilene, Texas. They were used in the 
windows and in-store displays. In this 
photo note the white peacock pere hed on 
a blue-colored tree branch. 

Lower right--At Jerome Margulis, 
Portland, Ore., whimsical metallic 
ornaments added color to white panels 
featuring elaborate star and circle 
designs. Two of these panels were used 
in large windows, and a single panel 


in the smaller ones. 
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* No one neglects Christmas displays of some kind or 
other in his store windows, but the store interior is not 
always apt to get the same attention. Window displays 
should attract attention to your store and bring custo- 
mers inside, Counter and show case displays, inside the 
store, can stimulate further interest, frequently increase 
the amount of the final sale and bring the customer back 
again at another time. 

Whether he likes it or not, the jeweler must maintain a 
rather conservative tone in his store decorations during 
most of the year, but no one will quarrel with a gay and 
festive atmosphere at Christmas time. Here is the jeweler’s 
opportunity to go all out in making his store a Christmas 
shopping spot that everyone will talk about. Strive for a 
fresh and original approach instead of discarding ail 
such ideas as too extreme for jewelry store use, And surely 
this is one time of the year when the budget can be 
stretched to cover something rather special in the way 
of background and decorative material for inside the 
store as well as for the windows, Let's be sure that this 
year, the whole store will say “Merry Christmas” in a 
way that no one will miss! 

In planning these interior displays, do not make the 
mistake of planning case by case and counter by counter, 
but think of the store as a whole and fit each case and 
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by Virginia Dixon 





SPIRIT in your store! 


counter into a unified overall scheme, A good way is to 
settle on some one design theme and use it, varied as 
necessary, throughout the store. You might wish to 
continue your window theme through the store or you 
may want to use something quite different, but do keep 
a feeling of unity through the store, The same decorative 
motif, you will find, can be used a number of different 
ways and adjusted to fit quite different sizes and shapes 
of cases. 

The accompanying sketches show four different deco. 
rative themes suitable for interior displays, each adapted 
to two different types of display cases. As simple a motif 
as the gift wrapped box can furnish the theme for your 
entire store interior, Sketch A indicates its use for the 
top of a wall case and for a shadow box or wall case. 
A pyramid arrangement of gift boxes, either real pack- 
ages or cut-outs, top the wall case. If you use cut-outs, 
the design may be more effective if the perspective is 
slightly exaggerated as indicated in the sketch. The cut- 
outs can be covered smoothly in wrapping paper or 
painted, with real ribbon used to “tie” them in either 
case, A square or rectangular case is gift-tied with wide 
satin or cellophane ribbon stretched across the glass 
front of the case. This case should be lined with paper to 


(Please turn to page 116) 
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A. Gift-wrapped boxes can serve as the motif for your entire store interior. Sketch “A” 
(above left) indicates its use on top of a wall case and for a shadow box. 


BB. Santa Claus masks and decorative snow branches are used in sketch “B” (above right). 
Color mask with a copy ribbon overhangs one corner of a wall case unit. 


@. Flat tree cut-out in green felt (below left) fills background of a wall case. 
Holly leaves of green felt make unusual display pads for a low counter case display. 


D. The sketches in the “D” group (below right) indicate how a decorative theme can be 
slightly modified for different sizes and shapes of display cases. 
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@ Store entrance .. . expansive 
and inviting. 


© Flatware and hollowware 
open displays. 


@ Fine jewelry... informal show- 
cases and shadow boxes. 


@ Rear entrance ... a convenience 
to parking lot patrons. 
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By Albert 8. Keshen 


--- A SUBURBAN STORE AND 


tHe PERSONAL TOUCH 


© What is the most important factor in the successful 
operation of a jewelry store? Quality merchandise? 
K-flective advertising? Hard-selling displays? 

Admittedly, all of these are important——but even more 
important, according to the 107-year-old firm of Wiss 
Sons, Inc., is the jeweler’s “personal touch.” In fact, it 
was the firm’s belief in the importance of the personal 
touch that guided the designing of its recently-estab- 
lished third store, located at 594 Central Ave., East 
Orange, New Jersey. 

Customers were given their first inkling of Wiss Sons’ 
personal emphasis when four generations of the Wiss 
family attended the store’s opening ceremony and the 
informal reception which followed. Further highlight. 
ing the personal touch was the fact that the three-year. 
old daughter of the firm’s secretary-treasurer was allowed 
to cut the official ribbon during the ceremony. 

The store’s unusual facade is also in keeping with it« 
emphasis on informality. Though impressive, the facade 
avoids the feeling of coldness by means of an all-glass. 
expansive, inviting entranceway. The large display win- 
dows are cut down with drapes to give a softer, more 
intimate appearance. The all-glass front also enables 
passers-by to see straight through to the rear of the store. 

Perhaps the most outstanding example of the firm's 
personal touch is the parking lot maintained for the con. 
venience of all the shoppers who patronize stores on the 
street. The lot, located directly behind the Wiss store. 


FoR OcTosper, 1955 


holds 1000 automobiles. Most of the shoppers who park 
there leave the lot by walking through the Wiss store to 
the street. They later return to their cars by the same 
route. The Wiss management encourages this through- 
way trafic and has even constructed a special entrance 
facing the lot for the convenience of the shoppers, 

Adjacent to this rear entrance are three display win- 
dows which exhibit a variety of merchandise, including 
glassware, figurines, inexpensive “what-nots” for gift 
items and chinaware, The parking lot patrons are fre- 
quently sold by these displays, but a much larger per. 
centage of the firm’s sales volume results from patrons’ 
exposure to the merchandise as they walk through the 
store when entering or leaving the parking lot. 

In planning the new store, the architects (Telchin and 
Campanella) selected a color scheme which would carry 
out the management's desire for a warm, intimate 
atmosphere, Soft shades of turquoise and mauve pink 
were used throughout, combining them with gray in 
certain areas. The flooring continues the informal note: 
the front of the store is terrazzo, in alternate gray and 
green squares, and the rear has turquoise wall-to-wall 
carpeting. 

The use of informal display counters and showcases 
also adds to the casual atmosphere. Though a few stand. 
ard counters are used, the emphasis is upon modern, 
casual-looking display cases, individual showcases, 


(Please turn to page 117) 
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No other gift expresses you so well 


Your good taste is reflected in the classic beauty 


and brilliance of a diamond. 


Your affection is highlighted by the prestige of 


this incomparable gem. 


Your judgment is demonstrated, for history 
knows no more enduring value than a choice 


diamond. whatever its size o1 price. 


Your achievement as a man of substance is 
confirmed when you give the most admired gift 


in the world. 





This year, let a diamond make memorable that special 
anniversary, or important birthday, a debut, the birth 


of a child, or any significant event. 


a 


7 
\% catal $190 to $455 | carat $455 t© $1155 2 carats $1775 1093270 I carats $7075 to $9500 


Color, cutting and clarity, a6 well as carat weight, contribute to & diamond's vaiwe A trusted 
jeweler « your best adviser Prices shown quoted by representative pewelers for top-grade 


unmounted diamonds, April 1955 Add tax Exceptionally fine stones are higher 
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Addressed to men. selling for you, this new 
advertising is promoting the diamond gift 
tradition. Kunning in addition to the na- 
tional advertising promoting the engage- 
ment diamond tradition, it’s aimed at the 
big market for diamond sales among 
people beyond marriage age. Strongly com- 


petitive, it defines the basic reasons why a 


Promoting your 









gift diamonds 


New man-to-man 


diamond advertising an Time, 





The New Yorker, Town and Country 


diamond gift is more significant and eflec- 
tive than any other obtainable at a compa 
rable price. It includes a reminder listing 
of gift occasions, gives important informa- 
tion on diamond sizes and prices. Tie in 
with this new advertising ... use this 
approach-to-men in your own selling... 


promote diamond gifts to increase sales. 


The advertisement shown opposite 


appears in 


* The New Yorker, November 12 


Time, October 3 


‘Town and Country, November 


Advertising promoting the Engagement Diamond Tradition is working for 


you in leading national weeklies... Life, Look, The Saturday Evening Post 


De Beers Consolidated Mines, Ltd. 












by Dr. Frederick H. Pough 





FIRST OF THE RESEARCH GEMS... Starilian is a new mineral not a synthetic; 


so far as is now known, it does not exist in nature. Starilian will be sold only in a 


mounted state, in 18K gold or platinum jewelry. Special designs, some of which are 


* This summer has seen the first announcement and 
limited display of a new stone. 

Several years ago, at the time of the publication of the 
patent granted to the National Lead Co., there was a 
brief mention in the press of the discovery of a new, 
white, crystalline product, a compound of strontium, 
titanium, and oxygen, which might have some jewelry 
interest in addition to its remarkable promise in the 
optical field, 

At the time, titania was still being widely sold for 
jewelry use, and its yellowness was criticized by those 
with a desire to sell an imitation of a diamond. Hence. 
it was thought that the new material might be an answer 
to this titania shortcoming, and its advent on the market 
has been eagerly awaited, 

The new material is not a synthetic, So far is is now 
known, strontium titanate does not exist in nature, and if 
it should ever turn up as a mineral, there is little likeli- 
hood that it would have any gem characteristics, The sug- 
gestion that it may prove to be a milestone in the jewelry 
trade refers to this situation, It is undoubtedly true that. 
with the range of pure elements and an infinite variety of 
physical conditions, man can create in the laboratory 
many compounds that have not formed in nature. 
Nature's potentials are much more circumscribed and 
have already been pretty thoroughly investigated. 

Man now stands on the threshold of a whole new 


research field, Having exhausted the possibilities of 
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shown below, are characteristically modern and simple. 
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nature, with her products found wanting in one oi 
another respect, he is commencing a research program 
that will, among more utilitarian applications, overcome 
some of the shortcomings that are so marked in our 
trade. The future, fortunately for the jeweler (for he 
will surely be wholly out of the stone business in a 
generation or two if he persists in limiting himself to 
the products of our dwindling natural resources) will 
probably see a number of scientifically produced “re- 
search gems.” 

Strontium titanate is the forerunner. It is singly re- 
fracting, has an index of 2.409, and a specific gravity of 
5.13. Its dispersion is about four times that of diamond, 
but considerably less than that of titania. The body color 
of very large stones can be seen to be a light brown, but, 
like light brown diamonds, it “faces up” very white, and 
in smaller stones of the size of several carats the effect 
is one of whiteness. 

The two significant differences between titania and 
Starilian, the name under which it is planned to market 
strontium titanate as a stone, is the absence of a yellow 
color, and greater clarity that results from the single 
refraction. The importance of single refraction in a 
stone that relies upon clarity and brilliance for its appeal 
is seldom appreciated, The hardness—which is variable 

is about the same as titania; it may even be a little 
softer. 


(Please turn to page 113) 
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to the 


new home 





CIRCLE OF LIGHT DIAMONDS 


The completely polished diamond —with 
the plus feature at no extra coat. 

This enables you to sell a 

better diamond at greater profit. 


FASHIONABLY ACCEPTED 
HEART-SHAPED DIAMONDS 

The romantic diamond shape that is winning 
feminine hearts — the perfect diamond for 
engagements, as nature's own symbol of love. 


JAGERSFONTEIN COLLECTION 

The magnificent Jager ‘Blue’ means finest 
diamond color — and only Baumgold can 
bring you this world-famous collection 

of burning blue beauties. 


We cordially invite you to visit our spacious 
new quarters. And remember 
BAUMGOLD BRINGS YOU THESE 
ADVANTAGES — you buy from the 
largest selection at a lower price. You get 
sales and merchandising aids to help you sell 
more diamonds. Call or write any Baumgold 
office for complete information 


BAUMGOLD BROS.., Inc. 580 Fifth Avenue, New York 36, N.Y. 


NEW YORK e@ CHICAGO © LOS ANGELES @ DALLAS @ TORONTO © MONTREAL © VANCOUVER @ LONDON © ANTWERP o TEL AVIV 











‘MONDAY 
MORNING 


tt 
— OPENEKS 


by David Markstein 


* Monday, as a day for sales and store traffic in the 
majority of jewelry stores, is far from being a world 
beater. For department stores the situation is the reverse. 
Heavy Sunday newspaper advertising, backed by special- 
ly priced sales items, have combined to make Monday a 
sales productive day, What's more, from a psychological 
point of view, the mass market of American consumers 
has become conditioned to await and seek out depart- 
ment stores’ advertisements in Sunday newspapers. 

Jewelry stores, on a more modest scale, are making 
a bid for increased volume on Mondays. Under the 
auspices of Trafic Makers Consolidated, a California 
firm, a sales program called “Monday Morning Eye 
Openers” is being successfully applied by over 100 
individual jewelry stores throughout the country. 

Under a franchise arrangement, jewelers are supplied 
with “specials”——quality jewelry store items of unusual 
interest-—a time table of promotion dates and items to 
be featured and ad mat service, The ads, scheduled for 
Sunday newspapers, always carry the catchy heading, 
“Monday Morning Eye Openers.” 

The sale price is authentic, the merchandise diversified 
and of interest to a wide audience of consumers. An 
important aspect of the entire program ic that it is 
competitive it provides the retail jeweler with a 
means of combatting those outlets which appeal to con- 
sumers solely on price. This program places equal em- 
phasis upon quality and price. 

In the case of Miller Brothers, New Orleans jewelers, 
the program has created Monday store traffic and new 
sales opportunities. As J. E. Miller remarked, “The 
best thing is that we're not only making additional sales 

but drawing new customers as well,” 

The special prices are only for a single day: Monday. 
For the remainder of the week, the item is taken off 
the shelves and no attempt is made to sell it. The follow- 
ing week, should one of the specials be left, it is returned 
to the shelves and sells at the regular price. 

Objectives of the promotion, according to brother- 
partners J. bk. and Harry Miller, are: (1) to build im- 
mediate volume in the advertised specials; (2) generate 
additional second sales; (3) to get more customers on 
the books through the traflic created by the specials. On 
all three counts, the brothers agree, the promotion has 
been eminently successful. 

A typical “Monday Morning Eye Opener’ 


, 


was a 
sterling silver compote-candlestick combination set. It 


(Please turn to page 125) 
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Winner of “Diamonds, U. 5. A.” Award for outstanding achievement in Jewelry design. 
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Often, it requires only a change from stereotyped dis- 


play methods to increase the viewing and selling efficiency 


of what appears to be a well-planned window display. 


This is the belief of Pohndorf’s, a jewelry store in down. 
town Denver, Colorado. 

Pohnorf's, which has built a reputation on rare gems, 
fine mineral specimens and art objects, has changed loca- 
tion in the Colorado capital recently, the present store 
being located in the center of the city’s financial district. 
Here, with a waist-high window, 10 feet long by 4 feet 
deep, the store used “standard” window display tech- 
niques for several years in the traditional style. 

However, shortly after the beginning of '54, L. E. 
Yarger and 5. L. Estes, store executives, were convinced 
that the displays were not doing the job expected of them. 
In fact, as they reasoned, it was a mistake to expect their 
display window to do the same all-inclusive job which was 
accomplished by the six windows at their former location. 

“In other words, our window was not outstanding 
enough,” Mrs, Yarger indicated, “Previously, our uncle, 
A. P. Pohndorf, could depend upon a museum-like quality, 
with a series of windows, each devoted to a separate sub- 
ject, thereby giving the window shopper a lot to look at 
in stepping from one window to another. We were faced. 
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by Robert Latimer 


Contronted with a limited space 
problem in having only one 
window, Pohndorf’s jewelers had 
to try new attention-getting 
display ideas. One successful 
technique used “suspended” 
shadow boxes to draw attention 
to special items. In photo at 


lop left is one of these boxes. 










in the new store, with a limited space problem in using 
only one window. Something had to be done to increase 
the effectiveness of displays.” 

After many experiments, during which Pohndort’s out- 
lined some of the aims which it wished to achieve in better 
window display techniques, the “suspended interest” dis- 
play was developed. This called for a display featuring 
two shadow boxes “suspended” in the center of the win- 
dow a few feet apart. These shadow boxes are 12 x 14 
inch structures of hardwood, the “picture frame” at the 
front given a dull finish charcoal treatment, and the ex. 
tended rear box-like section done in a soft gray pastel. 

One of the shadow boxes is supported by wooden rods 
from a wooden base—but it still maintains the “sus- 
pended” effect. The other box is a semi-permanent instal. 
lation suspended from the ceiling by a one-half inch steel 
rod which is also painted gray to blend with the back- 
ground; this rod contains the electrical wires to supply 
juice for the tiny lamps concealed within each shadow 
box. 

Because both of these boxes appear at eye level 
lighted by an incandescent tube lamp concealed within 
providing sharp brilliance—they naturally receive the 


(Please turn to page 122) 
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When they realized that the fruit baskets being 
exchanged at Christmas by Detroit’s industrial 
executives were unattractive, and often spoiled, 
the Garlick brothers decided to do something 


about it. The result was quite surprising. 


by Robert Latimer 


CHRISTMAS GIFT BASKETS FOR INDUSTRY 


© A daring venture into the business of supplying gift 
baskets to industrial plants, paid rich dividends to the 
firm of J. H. Garlick and Sons, jewelers of Detroit, 
Michigan, during the Christmas season last year. 

Even though the Garlick brothers, James and Richard, 
were entirely unfamiliar with the preparation and mer- 
chandising of Christmas gift baskets they sold several 
orders of 500 baskets—at $20 each! In addition, the 
basket-selling program brought them a number of sales, 
in such lines as commemorative pins and men’s jewelry. 
A third benefit was the good will created by the venture. 

The brothers decided to enter the gift basket field when 
they noted that the fruit baskets currently being ex- 
changed by executives of the large industrial plants were 
unattractive--and often the fruit was deteriorated be- 
cause of the shipping time from California, where they 
were made up. They had no experience in such a field, 
but felt that their gift merchandising experience would 
carry them through satisfactorily. 

James and Richard used no advertising or promotion 
to launch the program, relying instead on personal sell- 
ing. Taking separate routes, they called on the man- 
agers of large slants——oflering to supply the gift baskets 
for Christmas. They capitalized on the fact that the 
baskets of previous years contained deteriorated fruit 
by guaranteeing that each of their baskets would be 
made up only a few hours before delivery. They prom- 
ised a beautifully-packaged, colorfully-arranged Christ. 
mas basket containing a variety of fruit, exotic cheeses, 


nuts and other items. 
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Actual production of the gift baskets was accomplished 
by the store’s regular personnel, augmented by two wo- 
men who were hired to work only on the baskets. A 
large stock of baskets was obtained, most of them im- 
ported from Italy. The packing and wrapping were done 
in the store “between customers.” After being wrapped 
in brightly-colored heavy acetate sheeting, the pack- 
ages were then gift wrapped for delivery. 

“We were not actually operating in as foreign a field 
as might be expected,” say the brothers. “We were, of 
course, at the same time, making a number of jewelry 
sales, including commemorative pins, men’s jewelry for 
executive gifts, etc. The fruit baskets provided us with 
an unusual entry to the plants which we might other- 
wise not have achieved.” 

The gift packages included a card calling attention to 
the fact that they had been made up by J. H. Garlick 
and Sons. Surprisingly enough, the brothers report 
that the industrial customers showed very little curiosity 
over the fact that their baskets had been prepared by a 
jewelry store. They did express their appreciation of 
the attractiveness and fresh appeal of the Garlick Christ- 
mas baskets, 

“We feel that the jewelry store, as a gift specialty 
house, can reasonably be expected to know what sort of 
gift will please the largest number of people,” the broth- 
ers explain. “We simply impressed this idea on the 
industrial prospects, with the result that we sold several 
times the volume we had expected.” 
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By Norman Vincent Peale 





* A discouraged businesoman called me on the long-distance 
telephone, “I need some encouragement and guidance,” he said. 
“| called you because you teach the practical application of 
religion, Well, | have a problem. | own a jewelry store. My 
grandiather started it and my father ran it before me. Now I 
own it, But I'm afrdid I'm licked. Things aren't going well 
and I just don’t know what to do. And what I want to ask 
you is how, by employing the principles of faith and right think. 
ing, can | make my jewelry business do better? I don't want 
to get rich, but | do want to make a living. And I'd like to get 
a littl happiness while doing so.” 

Of course, | have no knowledge of that particular business. 
Hut | was able to remember and talk about a friend of mine 
who was aleo a jeweler and a very successful one. 

| think my friend went into the jewelry business because he 
loved beauty. He would hold a diamond in the palm of his 
hand and be entranced by its loveliness. He actually hated to 
sell such stones, he enjoyed them so much. But then he would 
think of all the women in his town and wonder who could 
wear it most fittingly. After he had decided, he would call up 
this woman and say, “Mary, | have a marvelous diamond, and 
ite beauty seems meant only for you.” 

This was, of course, a great sales approach, and my friend 
was a great salesman. A true salesman is always one who be 
lievee in hie merchandise, but what made this man a great 
salesman was not any overwhelming desire to sell merchandise, 
but the fact that he really and truly loved diamonds—and 
people. 

“That man,” | told my caller, “was so dedicated that, for 
him, business wasn't simply the exchange of goods for profit; 
it was a romantic and thrilling experience as well, It was his 
way of helping people have a richer life. 


RELIGION 


til 








BUSINESS 


“So what you need,” I continued, “is to mix your work and 
your religion together so that you can’t tell one from the other. 
Religion isn’t only for Sunday. It’s for the market place as 
well, Realize that your business is worth while only to the 
extent that it serves others and that it is not at its maximum 
efficiency unless it brings happiness to them and to you. Then 
you will do a better business, and then, too, you will be a better 
person.” 

I asked him how he advertised and he said he used spot an- 
nouncements on radio and television. 

“What do you say in these spot advertisements?” | asked, 

“Oh, something like, ‘Nationally recognized line; good credit 
allowance,” he anewered, 

“That wouldn't thrill me,” I said. “Why not take enough 
lime or newspaper space to relate jewelry to the deep human 
experiences? You might talk, for example, about the loyal 
wife who has been married for 40 years and never owned a 
diamond. You might remind her husband that, although her 
hands are gnarled and worn with toil, there is the glory of 
love and service in them and they deserve the affectionate 
recognition a diamond would give.” 

Later I received an excited report. My caller had learned 
that his jewelry business could actually be a glorious adventure 
in living. By following these simple principles, he shifted from 
an emphasis upon selling merchandise to the thrill of serving, 
helping bring beauty into the lives of ordinary people. 

You may think your own work is dull and unromantic. But 
there is no such thing as a dull, unromantic job. It is the man 
or woman who works at it who may be dull, and unresourceful. 
When you cease thinking drab thoughts about your job and 
look deeply into its possibilities, you will discover that even 
the most seemingly common occupation is not without its thrill, 
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Sk Rites 


by Bess Ritter 


A retail store is judged by consumers on the basis of a number of 
factors: store appearance, politeness of sales people, services, etc. 
In this, the first of a series of articles, Bess Ritter reviews ways and 


means of creating favorable impressions of your store. 


... the personal touch in... 


selling to COSTOMERS 


* In these days of high pressured competition for retail jewelry sales, is your 
own volume as high as you'd like? Of course not. Then why not try to 
boost it, by carefully checking every action that you make from the time 
that the customer walks into the store, until the minute that she leaves with 
(or without) a nice high profit item from your store’s stock in her pos- 
SCS8S810F. 

When she walks into the store, do you greet her with a brusque “Yes- 
sum!” (or, if its a man, a hearty “Yessir!”). This type of salutation should 
be carefully avoided, because it is blunt, sometimes rude, and entirely 
meaningless, especially when there are innumerable pleasant ways of open- 
ing the sales conversation such as, “May I serve you?” “Good morning. 
May | wait on you?” To customers who seem to be looking about, and don’t 
wish to have immediate service, the best trained salespeople are told to say, 
“Do you wish to be waited on?” 

If you're busy with one customer, and another walks in, do you give the 
second an immediate and friendly greeting? This is important because it 
tells her that she has been noticed and will be waited on in turn. It also 
“anchors” her, because now that you have told her that she'll receive service 
soon, she’s less apt to grow impatient and leave the store. If your shop, 
like most, has plenty of items on display inside showcases and on their tops, 
you can also suggest, “Why don’t you look around, so that you can pick 
out the kind of thing you'd like? By then I'll be free to wait on you.” 

Are you sure that you know your jewelry? And do you also make it a 
habit to use your knowledge? This includes studying all labels, talking 
to suppliers’ salesmen, and reading your trade papers and all manufacturers’ 
literature until you have built up a valuable background of information. For 
the jewelry salesman who has this kind of knowledge doesn’t have to fall 
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THE WORLD'S MOST WANTED 


CULTURED PEARLS 


k¢ Nationally Advertised: National advertising and international 
publicity has made Imperial the quality name in Cultured 


Pearls. 


ke Special Merchandising Plans: |mperial’s own originally de- 
veloped and tested promotions ensure profitable sales all the 
year around, 


ke Registered, Insured and Pre-appraised: The only such safe- 
guard in the Cultured Pearl industry, for added protection of 
the jeweler and his customers. 


ke Complete Price Range: There is Imperial Cultured Pearl 
Jewelry priced for every customer, from rings and earrings as 


low as $5.00 to necklaces up to $15.000.00., 


*¢ Faster Delivery: Because Imperial is the world’s largest pearl 
importer, all orders, big or small, can be filled right-from-stock. 


Known the World Over—tIn selling Pearls it pays to sell Imperial—the world's finest 


Imperial Pearl Syndicate 


World's Largest Importers of World's Finest Cultured Pearls 










NEW YORK CHICAGO DETROIT LOS ANGELES 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan Theatre Bidg. 607 8. Hill St. 
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Remodeled store features homey atmosphere: by Mabel C. Olson 


...and modern peEsicn 


© If your store is small, don’t aim to set up a miniature 
replica of swank stores which offer a large stock in every 
line of jewelry store merchandise, Instead, specialize; 
and make the setting for your business “homey.” Such 
is the policy adhered to by an attractive jewelry estab. 
lishment in Portland, Ore. 

When Stanley Lythgoe, diamond specialist and jewelry 
designer, moved about the first of September in 1954 
from the original location at 907 5.W. Alder Street to 
the next block at 805 S.W. Alder, the aim in decorating 
and “fixturizing” the new quarters was to provide homey 
atmosphere in a modern store. They have proved that 
the two are compatible. 

The business was founded in 1944 by Stanley's father. 
Upon his death in 1948, his widow, Mrs, Edith Lythgoe, 
and the son carried on. The latter planned the new store, 
which is about twice the size of the former store, This 
enabled them to expand their stock, 


“Special order work carries the store,” explained 
Lythgoe. “My plan is to do more designing of jewelry 
for our own stock, in addition to that commissioned by 
individual customers. We aleo, of course, offer standard 
lines of jewelry besides custom pieces. 


“The new quarters feature a modernistic entrance of 
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Georgia pink marble framed in opal granite. Facilities 
include air conditioning and modern lighting. In the 
extensive remodeling, we put in a modern glass front 
which creates a wide-open look. Window decoration will 
be kept low with that in mind, and displays will be small 
groupings on fixtures of peg board mounted on wrought 
iron legs, 

“We want the shop to welcome the customer and 
make her feel free to go to the open shelves and cases 
to examine our merchandise. People, we find, appreciate 
that privilege. The following instance shows that this is 
good business practice in a jewelry shop, just as it has 
been proved in other fields, 

“A customer asked to be shown a silver bowl, and 
had tentatively made her selection from those | showed 
her. Before deciding, however, she stepped over to the 
cases against the wall which display silver and picked 
out a bowl considerably more expensive than those I had 
shown her. A jeweler’s merchandise can be his best 
salesman. 

“We don’t try to high-pressure our customers nor to 
rush them. The average shopper prefers to do a certain 
amount of looking about before being served; we are 
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Albert H. Jaffe 
Jafte Jeweler 
Niagara Falls, N. Y. 
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Strong Keepsake Promotion 
Helps Niagara Falls Jeweler Build Sales 


Keepsake 


DIAMOND RINGS 








YC, World’s Finest Quality 
Diamond Rings, Offers 
si These Valuable Sales Aids 


® NATIONAL ADVERTISING: In 15 leading magazines 
and on network TV ‘“dealer-localized” advertising 
works directly for the jeweler with a Keepsake 
franchise. 

® SALES HELPS: Newspaper mats, point-of-sale displays, 
radio and TV spots, full-color movie playlets, out- 
door posters, bus cards, literature for mail or counter 
and special promotion features. 

® QUALITY OF PRODUCT: Keepsake guaranteed perfect 
quality makes more sales and makes sales easier. 

® PROVEN SALEABILITY: Keepsake consistently outsells 
all other diamond rings and makes selling easier, 
especially in the profitable higher-price ranges. 


° * 


7( New Steve Allen Contest 


’ creating more store traffic for Keepsake Jewelers! 
Steve Allen, popular star of “Tonight,” begins the spar- 
kling new Friday night commercials September 23 over 


NBC-TY. 4, 
Coe 2 for details concerning the availabil:ry 
Cyt! of a profitable Keepsake Franchise in 





Steve Alien 
your area » All page 
A. H. POND CO. INC., Syracuse 2, N. Y Star of NBC's “Tonight: 
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by MABEL C. OLSON 


Hanging birdcages and velvet beckground displays create a glamorous atmosphere. 


‘Costume Jewelry Is Fun to Sell’ 


“ > 

OSTUME jewelry is fun to sell,” said 
Margo of Margo’s, Portland, Oregon. Margo, in private 
life, Mrs. William Drysdale, operates a specialty shop 
featuring distinctive costume jewelry. 

“People shopping for costume jewelry are looking for 
a personal ornament to glamorize the wearer,” she said. 
“Unlike precious gems, it involves no large investment 
to be weighed carefully. Nor is it, like shoes, a neces- 
sary purchase. It is a luxury, but an inexpensive one, 
and the customer enjoys making selections. Most of us 
want to take advantage of the glamour which the color, 
sparkle and intricate design of costume jewelry offers. 

“I always wanted a small shop, and am interested in 
both precious gems and costume pieces. The small shop 
has been coming into its own in Portland recently. 

“Often I am told, when | stock some exotic piece of 
costume jewelry: ‘Portland is too conservative for its 
women to take to that.’ But Portland is like any other 
city; it has a large population whose tastes are not iden- 
tical. Often women do not go in for the bizarre simply 
because it is not offered to them. Then I find that you 
can educate women to accept innovations. They are 
happy to learn new ways of developing unrealized 
facets in their personalities.” 

Margo has visited firms manufacturing lines which 
she carries. “Such tours,” she pointed out, “give me 
talking angles in selling jewelry. You'd be surprised at 
the number of men, for example, who are interested in 
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silver, copper and other pieces. They often ask how they 

are made. Many men, attracted by the color and bright- 

ness of the displays, don’t mind window shopping with 

their wives, and often come in by themselves, too. | 

think this is because the shop shows only costume 
(Please turn to page 121) 


Distinction of store front is enhanced by script lettering of 
store's name, which was chosen becouse it is easy to rem~mber. 
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Your Future and the Industry 
(From page 79) 


income group. Weekly earnings in manufacturing, by 
June, 1955, had grown to $76.11 or over three times the 
L940 level. After taking into account both increased 
taxes and present costs of maintaining an equivalent 
1940 standard of living in the necessities of food, cloth- 
ing, and shelter, the middle income family now has dis- 
cretionary spending power over five times as great as 
the prewar middle income family. (See Chart No. 3.) 
Totai discretionary spending power for our entire 
population, which reached a level of $145.0 billion in 
the first quarter of 1955 was nearly 5'% times as great 
as the $26.9 billion in 1940, That is the surplus spend- 
ing power over and above what would be required to 
supply a per capita standard of living for the basic 
necessities of food, clothing, and shelter equivalent to 
the 1940 actual standard of living after taking into 
This could reach $195 billion 


in 1960 or 1/3 greater than 1955 and, on the basis of 


account present prices, 


the $500 billion production goal in 1965, the discretion- 
ary spending power could reach $240 billion or an 
increase of 65 per cent over the 1955 peak level. (See 
Chart No, 4.) 

That represents a huge pool of purchasing power 
dependent upon the whim or discretion of the individuals 
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as to how it is to be used. People have the money now 
to select and choose between an infinite variety of items 
beyond the bare necessities. Many will add new products 
or services or will increase savings, others will increase 
their basic expenditures for better clothing, or housing. 
in particular, this increased discretionary spending 
power could lead to shifts in jewelry desires. 

Between 1940 and 1950 consumer expenditures for 
jewelry and watches increased 172 per cent, but dis- 
cretionary spending power grew 306 per cent! Between 
1940 and 1954 consumer purchases of jewelry and 
watches increased only 15 per cent while discretionary 
spending power grew by 26 per cent. Jewelry has fallen 
well behind its potential as measured by the dis- 
eretionary spending power in the hands of Americans. 
(See Chart No. 5.) " 

In 1940 consumers spent $414 million for jewelry and 
watches. This represented 1.54 per cent of their dis- 
cretionary spending power, In the ten years prior to 
1940 jewelry and watches had claimed a higher share 
of the discretionary spending power than 1.54 per cent. 
In 1929, for example, the percentage was 2.19 per cent 
and in 1939 it was 1.61 per cent 

if the relationship in 1940, however, is taken as a 
conservative measure of the prewar consumer interest 
in jewelry and watches, the percentage of 1.54 could be 
applied to present and estimated future discretionary 
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riminating customers 
ire now reading about 


[Lanpe Stars in the pages 





WINSON, Gems 





Tell your customers the marvel 
ous myths that have grown up 
around the star stones. Sell them 
with the equally wonderful facts 
about Linve Stars. You can turn 
undecided shoppers into fasci 
nated ba yers . , when the) 
know the Story of the Stars 


* Tell them... 

from the beginning of time, the sta: 
stone is he lieved te ward off evil, bring 
boundless health and happiness to its 
owner. The renowned Oriental travel 
ler, Sir Richard Francis Burton, was 
given the finest service available tor 
only a glimpse of his powerful gem 


* Sell them... 
a Linpe Star, which only an exper 
enced joweler using a loupe can tell 
from a natural stone. Quality for qual 
ity, component for Component, i IND! 
Stars and natural stars are identical 


* Tell them... 

the sapphire was considered a potent 
love charm, and was given as an en 
gayement pledge by the royalty of many 
lands long hefore the diamond ber une 
popu lar 


*K Sell them... 
| | INDE sapphire tof ruby whose flash 
Hihy’ star is 2h innate quality oft the 


teothe 


* Tell them... 
the mayniheent star ruby was traci 
tionally the symbol of passion and the 
vital spark of life. It was supposed i 
assure a woman the devotion of her 


hu band 


*« Sell them... 
Linpe sapphire s that have in their sat 
iny depths the glorious Kashmir blue 
found in the most precmns sapphires 
ever mined Linon rubies that pus 
sess a rich, warm pragercrny blood red, the 
coveted tint that adds unbelievable com 
to the less than 5OO natural star rubies 


know nm te rer 


~*~ Tell them... 


the star stones in countless lege nels are 
connected with the mysterious star ot 
Bethlehem. Faith, hope and destiny 
the eternal Hessaye of ¢ hristmas is 
traditionally represented by the three 
lines that form the star 


* Sell them... 


lLinpe Stars that are cut amd polished 
individually in the hands of skilled 
craltsmen. The stones vary in size and 
shape just as nature's gems do 


Linwe is a registered trade mark of Union Carbide and Carbon Corporation 
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spending power levels to indicate the proven potential 
for jewelry, An interest in jewelry and watches equal 
to 1940, in relation to discretionary spending power, 
should be the minimum potential for the industry. 
Applying this measure of potential to figures for dis- 
cretionary income would indicate that industry sales, 
in 1950, were 18 per cent below “par” or potential and, 
in the first quarter of 1955, were 24 per cent below 
potential—the indicated potential level, in 1955, is at 
$2.23 billion whereas consumer expenditures for jewelry 


and watches are estimated at a level of $1.70 billion. 


(See Chart No, 6.) 


OPPORTUNITIES FOR JEWELRY 


The opportunity for jewelry indicated for 1960 is at a 
level of $3.00 billion or 76 per cent over 1955 estimated 
sales, while the 1965 opportunity reaches $3.70 billion 
or L168 per cent over 1955, 

An added source of purchasing power is the fact that 
consumer short term credit is low in relation to dis- 
eretionary spending power. The present level of con- 
sumer credit at about $32 billion worries some—it is 
about four times the $8 billion level of 1940. But con- 
sumer discretionary spending power, in 1956, is expected 
to be six times the 1940 level. 

The ratio of consumer credit to discretionary spend- 
ing power has dropped from 31 per cent in 1940 to 
about 22 per cent. This means that consumer credit 





instalment sales, charge accounts, and personal loans— 
could expand by 60 per cent over the high 1955 level 
without being overextended in relation to discretionary 
income. Just to reach the 1940 ratio could add about 
$20 billion to current purchasing power. (See Chart 
No, 7.) 


GROWING MARKET, GROWING COMPETITION 


While the jewelry industry has an opportunity for as 
great as a 75 per cent growth in its market by 1960 it 
faces greatly increased competition. With the increased 
share of the consumer's income in the form of discretion- 
ary spending power competition for the woman's choice 
is broadened, It goes beyond just brand versus brand. 
It may include competition between whole product 
classes or entirely different interests such as travel. 

This competition will be intensified by ‘the rapid 
growth of advertising pressure by 1960. In the ten 
years from 1940 to 1950, for instance, total advertising 
(national and local) grew by $3.6 billion from $2.1 
billion to $5.7 billion (Printers’ Ink estimates). 

Then, in the next five years, another $3.1 billion of 
advertising pressure on the consumer was added—from 
$5.7 billion in 1950 to an estimated $8.8 billion in 1955. 
That's four times the prewar total. Annual advertising 
pressure per capita increased from $16 in 1940 to $38 
in 1950, and to $53 in 1955, (See Chart No. 8.) 


There is a trend toward increased home life and family 





shipment, 











Diamonds are not a brand name item. If they were, you would 
insist on Friedman cut diamonds. The beauty of a diamond is only 
as great as the skill of the craftsman who cuts and polishes it. 
Friedman’s own craftsmen bring to every stone the benefit of many 
years of experience in finest proportionate cutting in every 
quality and size, Yet you pay no more for Friedman diamonds. 


Memo requests for Friedman cut diamonds will receive same day 


“ FRIEDMAN 


15 WEST 47th ST., NEW YORK 36, N. Y. 


DIAMOND CUTTERS 
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DID YOU KNOW? 


That our rhinestones are WASHABLE, just like a diamond 
—insuring lasting nanny and satisfaction! 











© Upper left: 2082—§23.00 Keystone—neckiace and earring set, boxed. 


© Upper right: 9h aw thy «| Keystone—neckiace and earring set, boxed. 
2049/3—$19.00 Keystone—neckiace, earring, bracelet set boxed. 


® Lower left: fa 4 Keystone—neckioce and earring set, boxed. 
2106 Keystone—neckiace, earring, brecsiot set, boxed. 


© Lower right: 2107/2-$10.00 Keystone—neckiace and earring set, boxed. 
2107/3-—$13.00 Keystone—neckiace, earring, bracelet set boxed. 


of Left: 2117/2--$25.00 Keystone, necklace and » hie 2 , boxed, 
2117/3-~-$31.50 Keystone, necklace, earring, bracelet set, boxed. 


We shall be happy to send you a small assortment 
of this diamond-like WASHABLE rhinestone 
jewelry, on request. We have a varied collection 
of luxuriously boxed WASHABLE rhinestone neck- 


lace and earring sets at $4.00 Keystone plus mark- 


HARVES FIFTH AVEN 


plus mark-up. 
Crecters of Prestige Jeweiry For The Fine Jewelers Since 1922 


303 FIFTH AVENUE, NEW YORK 16, N. ¥, 


To rated stores only. 
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living in America that is changing markets and develop- 
ing pressures for changes and improvements in living 
standards, 

This trend to family life is reflected in the rapid 
increase in number of families; in a higher percentage 
of the population being married; in marriages at an 
earlier age; in an extraordinary increase in the number 
of children under 10 in our population resulting in 
more children per family, and a higher percentage of 
families having children; in a rapid increase in home 
ownership, and in expenditures for activities of home 
life; in the mushroom growth of family viewing of tele- 
vision in the home; in a movement of population to the 
suburbs; in the rapid growth of shopping centers and 
self-service distribution; and in a resurgence of religious 
worship and church membership. 

This trend to family life, combined with the substan- 
tially increased productivity and real earning power of 
our population and a higher average level of education, 
points to potential markets far larger than present levels 
of consumption. Also, we have a productive capacity 
well above present levels of consumption. These factors 
can lead to sustained and higher levels of prosperity in 
America. 

There are 67 per cent more children under 5 years of 
age in our population now than in 1940, and 61 per cent 
more in the 5 to 9 age group. (See Chart No. 9.) 


GROWING YOUTH MARKET 


This huge increase in the number of children soon will 
cause public outcry against inadequate school facilities 
and shortage of teachers, as well as juvenile delinquency. 
It will affect housing requirements, food consumption, 
and many phases of family living. During the next five 
years, to 1960 and beyond, there will be a huge move- 
ment of children into the adolescent age groups where 
interest in jewelry starts to grow-—where birthday gifts 
and graduation gifts become important and where the 
hope chest becomes a factor in silverware selection. 

Population continues to grow at the rate of 2,830,000 
per year or 236,000 per month and the 4,100,000 children 
born in 1954 marked the highest point in our history 
with an increase of about 3 per cent above 1953. 

The birth rate has continued at a level far above 
earlier predictions by population experts. Births in the 
first four months of 1955 were the largest on record and 
were 1.0 per cent above 1954, 

For many years American families decreased in size. 
Now there are indications that this trend is reversing 
because of the greater number of children per family. A 
major factor in holding up the birth rate has been the 
change in attitude of young couples toward having more 
than one or two children. 

There has been a large increase, for example, in the 
number of second, third, and fourth children. The num- 
ber of mothers bearing a second child is now 105 per 
cent greater than in 1940, the number of third born has 
increased by 125 per cent, and the number of fourth 
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born by 110 per cent. The following is an estimate 
of births in 1955 by birth order as compared with 1940 


births: 
Number Of Births 


i 7 


Birth Order 1940 1955 Est. Increase 
First 905,000 1,090,000 20% 
Second 613,000 1,260,000 105 
Third 333,000 750,000 125 
Fourth 193,000 405,000 110 
Fifth or over 494,000 695,000 40 
Total 2,538,000 4,200,000 60°; 


This increase in the size of the family and in the 
number of children and adolescents making up the family 
is a factor making the housewife more conscious of the 
family as a unit. 

The high level of consumption and home building 
reached in 1954 was in spite of the negative factor of a 
long-time declining trend in the number of persons 
reaching adulthood. 1954 was the low point in many 
years in the number becoming 21. (See Chart No. 10.) 

From now on this factor will change to the positive 
side as an economic force pointing to increased family 
formation and an increasing labor force. This increase 
will become an important market factor by 1960. Ten 
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years from now the number reaching 21 will be 51 per 
cent over present levels while—after 15 years, 1971 to 
1975-—those reaching the family formation stage will be 
68 per cent greater in number than now, 

As of July, 1955, the number of adults (over 20) with 
a full high school education totals over 44 times as 
great as in 1930 and 90 per cent greater even than in 
1940. A population containing over 44 million high 
school graduates is quite different from a population 
with 23 million graduates as in 1940 or from a popula- 
tion with about 44% million graduates—a condition that 
existed shortly after World War I, in 1920. Some 8% 
million veterans, for example, or over 50 per cent of 
the 16 million eligible, have taken advantage of the Gl 
Bill for further education—-whereas only 7°) had been 
expected to be interested. These changes can be an 
important influence on the market for jewelry products 
through the acceptance or the desire for a better stand. 
ard of living. (See Chart No, 11). 


SHIFT TO THE SUBURBS 


Between 1940 and 1955 population in the suburban 
portion of 162 Metropolitan Areas grew 59 per cent 
while the Central Cities grew 20 per cent and the rest 
of the United States, outside of the 162 Metropolitan 
Areas, increased only 10 per cent. 

This rapid shift reflects changing living standards, 
changing shopping habits, and the increasing trend to- 
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Watchmakers Work in Windows 
ti 








The large watch repair department of Joseph I. 
Schwartz, Art Jewelers, Denver, Colorado, is located in 
the rear of the main salesroom. It has six windows fac- 
ing on a side street (see photo) and in three of them 
are work benches, where watchmakers may be seen at 
work, 


“It is our very best advertisement,” said the store 
manager. “Hundreds of people pass the windows every 
day. Many stop to watch the craftsmen at work, and 
even if they do not, they become thoroughly acquainted 
with the fact that we have an active watch repair de- 
partment. This department is advertised from time to 
time in the newspapers, and we stress the fact that be- 
cause all of the work is done right here, people can ex- 
pect to receive their watches back in short time.” 





ward family living. Pressure will continue for suburban 
shopping centers and for multiple car ownership among 
suburban families. (See Chart No. 12.) 

Farm population dropped from 30.5 million or 23.1] 
per cent of the total in 1940 to 25.1 million or 16.6 per 
cent in 1950, and on April 1, 1955, at an estimated 2] 
million, the farm population was approximately 12.8 per 
cent of the total population of 164.5 million. At this 
rate of shift in population the farm total may drop to 
18 million or less by 1960 and represent only 10 per 
cent of the total population. 


This rapid drop in farm population and farm workers 
has not resulted in lowered farm production—-on the 
contrary, total farm output (measured in physical units) 
increased by 28 per cent between 1940 and 1954 with 
output per man hour increasing by 78 per cent because 
of rapid progress in farm mechanization, fertilizers, 
improved seeds, and in the increased yields of improved 
farming practices. The increase in farm output per man 
hour in the 14 years from 1940 to 1954 was 2 1/3 times 
as great as in the previous 30 years from 1910 to 1940. 
It is estimated that American agriculture, even with the 
lower farm population, could increase production by 
', within the next five years, by 1960-——if the 25 per 
cent increase in demand could be created by 1960. 


This amazing increase in farm productivity, along with 
a shift of much of the marginal production or low in- 
come farm population to industrial areas, has resulted in 
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major shifts upward in the standard of living and pur- 
chasing power of the remaining farm families. Ninety- 
one per cent have electric service, for example, com- 
pared with 11 per cent prewar. 

Evidence of the very strong financial position of 
farmers is the rapid growth of owners’ equities—now 
4‘ times as great per capita of farm population as in 
1940. Farm equities per capita grew 30 per cent between 
1950 and 1954, 

The potential market for jewelry and watches in 1960 
should total $3 billion or over 75 per cent more than the 
1955 peak level sales of $1.7 billion. That’s the volume 
of sales to consumers (at 1955 price levels) needed to 
keep up with our expanding standard of living and in- 
creased purchasing power. 

Population growth can contribute a 9 per cent in- 
crease by 1960. But the major part of the increase must 
come through increased per capita expenditures for 
jewelry. That means substantial changes in jewelry 
habits and interests for the mass of our population. 

Changing habits and interests and desires of millions 
of people will require intensified education and selling 
effort against increased competition. 

Conditions, however, are favorable for these changes 
by 1960. Mass millions are moving up to better income 
groups with greater discretionary spending power and 
increased ability to take on new interest in jewelry. There 


is a trend to family life and larger families. An un- 
usually large number of children will enter adolescent 
ages and the number reaching 21 or the family formation 
age will grow. Significant changes in educational levels 
can help acceptance and appreciation of better jewelry. 
And population shifts to urban and suburban areas will 
change living standards. 


Starilian ... 
(From page 88) 


The jewelry industry may need some assistance in 
respect to the acceptance of this first of the research 
gems. It has tremendous potential jewelry value because 
of its beauty, but must be dealt with and treated with 
the care which is given to any precious gem, especially 
such fragile stones as the brittle emerald, the easily 
broken peridot and the soft opal. | 

In cutting, the stones have a tendency to spall at the 
edges like many gemstones with good cleavages, though 
in the case of strontium titanate it does not seem to be 
an actual cleavage. This hazard can be avoided by care- 
ful facetting, by a lapidary who has experience with the 
stone, Titania, too, presented a problem at first, and 
some study was needed to produce the best polish. 

Mounting, too, requires experience. The average setter 
has so little regard for the fragility of the stones that he 
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mounts, that any experienced jeweler employs a new 
man in fear and trepidation when he has one of the 
solter stones to mount, (For that matter, how many 
diamonds prove to be free of nicks at the girdle edge 
when they are removed from settings?) Starilian must be 
mounted in a suitable way by a real artisan, and it must 
be accorded the respect in wear that is given any beauti- 
ful stone, 


PRODUCTION OF STARILIAN 


Strontium titanate is made by the Verneuil process, 
and comes from the oxyhydrogen furnace as a (blue) 
black boule, much like the titania boule. After an 
oxidizing and hardening treatment, the boule becomes 
white and transparent. Part of the delay in the appear- 
ance of the new stone on the market has been caused by 
difficulties involved in making the material economically 
and in consistently high quality. Too little has been said 
in descriptions of the Verneuil process about the critical 
standards that must be maintained to yield a satisfactory 
product, 

The jeweler would have a little more appreciation of 
the worth of even the cheapest research gems, perhaps, 
if he knew 


needed to make the stones, The standards of purity de- 


more of the evolution of the technical skill 


manded in the raw materials make the ordinary chemical- 
ly pure “CP” compounds seem indescribably dirty. The 


controls of temperature (and pressure or atmosphere in 
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other research crystals) make biological cultures look 
like a crude kitchen dinner preparation. 

Perhaps the jewelers’ lack of appreciation of even so 
commonplace a stone as the synthetic ruby is based in 
part upon his ignorance of the care and the expense of 
their manufacture. In comparison to the newer stones, 
though the 
experience they have afforded with the Verneuil burners 
was a necessary preliminary step that made titania and 
Starilian possible. 


even those involved gemstones are simple; 


Strontium titanate, and the new stone, has an enor- 
mous amount of research, technological experience, and 
a considerable cash investment behind it. With this 
investment in a product, it would seem foolish to turn 
it loose on the trade with no preparation, be misre- 
presented, badly cut, improperly mounted, and depre- 
cated as just another imitation by those who have 
insufhicient knowledge of its background. If one had any 
doubt about this, he has only to look at the rise and fall 


of titania. 


RESEARCH GEMS ARE EXPENSIVE 


The new research yems have one other desirable 
characteristic that makes them distinctive: they are 
expensive. In addition to being more beautiful than 
many natural products they are expensive to make, Not 
only do we have the heavy day-to-day expense of at- 


taining and maintaining the purity and the controlled 
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we also have a backlog of research expense that must be 


paid for eventually if research is to continue. 

Consequently, the jeweler must overcome his (low) 
price preoccupation in his approach to the more ex- 
pensive new products and he should not even be interest- 
ed in stones that might be available at a few cents per 
carat. Actually, he should welcome something which is 
beautiful, which can be worn proudly by the owner, and 
which represents a tremendous technological achieve- 
ment of modern science, It is only right that they should 
also be costly and give him a start on replacing the 
shrinking supplies of natural stones, which go down in 
quality and rise in price with each passing year. 

The present expectation is that the stones will net be 
available in the form of rough or unmounted cut stones 
in the near future. A carefully thought out merchandis- 
ing plan, designed to give Starilian consumer acceptance 
and to create pride of possession in this research gem, 
has been promulgated, Under this plan, Starilian will 
be sold only in a mounted state, in 18K gold or platinum 
jewelry, and distributed by selected top quality stores for 
the first few years. 

The designs will be publicized so that it will be 
recognized as the new stone, Starilian. It is hoped that, 
with this new approach to the distribution of a fine new 
stone, popularity and an appreciation of its unique 
qualities can be obtaized, without forcing it to accept 
a position as an imitation or a substitute for something. 

It is not difficult to foresee a day when Linde Stars, 
Chatham Emeralds, Starilian, and possibly other research 
gems will constitute an important fraction of the stone 
business, as the supplies of mined stones shrink, and a 
public awareness of real beauty and aesthetic value 


increases, 


New Address for JC-k 
The executive, editorial, circulation, and pro- 
duction offices of Tue JeweLers’ CincuLar-Key- 
sTONE moved to the Chilton Company's main ofhce 
and printing plant, located at Chestnut and 56th 
Sts.. Philadelphia 39, Pa., on September 22. Hence- 
forth, all correspondence with these departments 


should be sent to this address. 


The New York advertising sales office (including 
classified) will remain at the present location, 100 
Kast 42 Street, New York 17, N. Y., but cuts and 
engravings will be sent directly to the Philadelphia 


address, 


The move is part of a larger consolidation plan 
in which editorial, circulation and production 
operations of all Chilton publications are to be 


centralized in the new Chilton building in Philadel. 


phia. 
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The huge, supposedly fool-proof Graf 
Zeppelin was destroyed because of one small 
leak. Your business— your whole future could 
be jeopardized because your several insur- 
ance policies over-looked one small item. 


The Saint Paul Companies’ Jewelers’ Block 
Policy adapta itself to the many unique 
situations of your business. Block insurance 
seals dangerous holes left by separate 

and specific policies—holes which leave many 
losses, peculiar to the jewelry industry, 


uncollectible. 


One policy does it—as simple as that, Yet, 
you have coverage not attainable with 
separate policies. This simplified, compre- 
hensive protection can be yours with a 
Saint Paul Companies’ Jewelers’ Block Policy. 


SEE YOUR SAINT PAUL AGENT OR BROKER 





HOME OFFICE... 111 W. Fifth Street, St. Paul 2, Minn, 
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Prize-Winning Appliance Display 








Barr's Jewelers & Silversmiths, Philadelphia, was the 
winner in the jewelry store category of the fifth annual 
window display contest, sponsored by the National Elec- 
tical Manufacturers Association. This is the third con- 
secutive year that Barr's has won first prize. 


Electric housewares as preferred gifts for Mother's 
Day was the theme of the winning window, shown above. 
The theme was carried through with the use of Mother’s 
Day posters and appliances which included electric 
coflee makers, mixers. toasters, irons. and fans. 


Create the Christmas Spirit 
(From page 82) 


match the boxes on top of the wall cases and matching 
ribbon used, If it is not possible to stretch the ribbon 
across the glass, it can be done across the background 
with merchandise arranged in front, but the first ar- 
rangement makes the more effective display. For other 
cases and tables, gift wrapped boxes may be used for 
elevations. Copy can be lettered on gift tags tied to the 
packages. The packages in all the displays should be 
matching or harmonious in design—not just a hodge 
podge of different gift wraps . . . use matching patterns 
of paper in related colors, or different patterns in the 
same color, or use solid color paper with contrasting 
ribben and reverse the colors on part of the packages 

. red paper with gold ribbon and gold paper with red 
ribbon. You may find it a smart merchandising idea to 
carry out the same gift wrap theme on your customers’ 


packages. 


SANTA CLAUS MASKS 


Santa Claus masks and decorative snow branches are 
used in Sketch B. Colorful mask with a copy ribbon 
overhangs one corner of a wall case while another mask 
rests against a low branch in a counter case. In both 
cases, the branches support merchandise and have small 
Christmas balls and gift packages tied to them. The 
Santa masks may be either plaster or papier mache or 
paper sculpture decorative ones available from most 
display houses or they may be the masquerade masks 
meant to be worn... or you may use both kinds in 
different cases. The branches can be supplied by display 
houses or by florists and come in white and some pastel 
colors, flecked with snow or tinsel. The mask theme can 
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be used just as well with larger merchandise—-silverware, 
china and crystal, clocks and so forth. 

Felt cut-outs supply the decorative units in Sketch C. 
A flat tree cut-out in green felt fills the background of a 
wall case and is trimmed with sequin stars and snow- 
fiakes. Holly leaves of green felt make display pads for 
a low counter case with circles of red felt indicating the 
holly berries. Rings or other merchandise can be laid 
flat on the cut-outs. A few Christmas tree balls are hung 
from the ceiling of the wall case and small gift packages 
add interest to the counter case. The tree and holly can 
be cut from cardboard and covered with velvet or other 
fabric, if preferred, but the felt makes very satisfactory 
pads since the cut edge does not ravel and the texture 
is soft and suitable for most jewelry merchandise. Any 
number of other designs can be cut from the felt and 
when trimmed with sequins and beads make very color- 
ful units, 

The sketches in the D group indicate how a decorative 
theme can be slightly modified for different sizes and 
shapes of display cases. For the deep wall case or 
shadow box (which could be either round or square) a 
miniature sleigh, loaded with merchandise and gift pack- 
ages, fills the space. For a shallow counter case, a minia- 
ture child’s sled replaces the sleigh. Artificial snow or 
snow cloth can be used on the floor of both cases and 


plastic snow balls can be used both for decoration and 
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merchandise holders jewelry and watches can be 
pinned right to them. 

Decorative garlanding is indicated as an edging 
around the outside of the cases in Sketch D. This may 
be real or artificial evergreen roping or any one of the 
many colorful ropings which are now available and 
which can also be used for wall decoration, The ever- 
green types will go with any color scheme, but if you 
use colored foil or cellophane, be sure it harmonizes 
with the rest of your color scheme and also check on 
whether it has been fire-proofed. This is definitely re- 


quired in many localities now. 


A Suburban Store... 


(From page 85) 


wooden tables and open display shelves. 

Realizing that today’s customers prefer the self-service 
technique of their food stores, the Wiss store has broken 
down its varied merchandise into departments and made 
it easy for customers to examine any item which appeals 
to them. Open shelf displays are used to exhibit the 
firm's silverware, crystal and stemware lines-—and most 
customers take advantage of the opportunity for a close 
examination of the merchandise. Place settings are also 
displayed on a nearby table, located beneath a crystal 
chandelier which adds a homelike touch to the area. 
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GRUEN jas the newest look in advertising, too! 


SEE-—Gruen on TV-— watch Dave Garroway’s “Today” 
and Arlene Francis on‘ Home’’! READ-— Dynamically dif- 
ferent Gruen ads in Life and TV Guide! HEAR— Exciting 
Gruen commercials on fabulous “‘Monitor”’ radio show! 


GRUEN The Precision Watch® Precision® —The most important trademark 
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An open pegboard display is used for the store's 
cutlery lines, including the firm’s own line of shears, 
made by J. Wiss and Sons of Newark. Casually-placed 
wooden tables are effectively used in the gift department 
to display such items as lamps, photographs, perfume 
sets, boudoir accessories, pottery, smoking accessories, 
serving trays, cigarette boxes and salad bowls. The 
recently-enlarged handbag department also uses small 
aisle-tables for display purposes. 

Open racks and cases are also used to display most 
of the firm’s other merchandise, including leather, sta- 
tionery and baby goods. For the convenience of cus- 
tomers who suddenly remember a birthday, anniversary 
or other special occasion, Wiss Sons has a greeting card 
rack in the center of the store. 


STRIKING DISPLAY FIXTURE 


The most striking display fixture is the wallboard hold- 
ing individual place settings of flatware mounted on 
bright turquoise pads. The board allows customers to see 
at a glance what lines are offered by the store—and also 
makes their selection of a pattern a great deal easier. 

Along the wall in the center of the store is the fine 
jewelry department, which includes a selection of gold 
articles, watches and rings. Six informal showcases are 
used to display the merchandise and the upholstered 
chairs in front of them allow customers to make their 
purchases in comfort. Open showcases on the wall pro- 
vide additional display of the jewelry lines and built-in 
shadow boxes beside them display a variety of clocks. 

Directly behind this department is the diamond room, 
partitioned-off to allow customers to discuss diamond 
purchases in private. The doorway is softened by the 
use of drapes, and there are several easy chairs inside to 
add to customers’ comfort. The personal touch is shown 
in the firm’s diamond ads, too. Customers are invited 
to come in and “Take a look . . . through our Diamond. 
scope’ to get a true view of the firm’s diamond values. 

This personal emphasis is further carried-out by the 
salespeople, who take an active interest in the customers, 
whether they are regular patrons or merely looking 
around, Each member of the sales staff keeps well- 
informed on the varied merchandise so he can give 
satisfactory answers to customer queries. Even after the 
customer has made his purchase at Wiss Sons, he is still 
aware of its personal touch—-for the firm offers free 
delivery of all merchandise costing $3 or over. 


exewuses>~ 


The Personal Touch 


(From page 98) 


back on meaningless generalities such as, “It’s a fine 
watch,” or “That's a goodlooking ring,” in answer to a 
customer's questions regarding the item. 

Do you try to increase the value of the jewelry in the 
eves of the customer while you show it to her? This 
can frequently be accomplished with casual remarks 
while the item is tried on, such as, “This watch happens 
ts be waterproof and dust proof,” or better still, “You 
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may like this watch just because its attractive, but its got 
plenty of other features in addition to beauty. It’s water- 
proof, dust proof, shock resistant, and the hands and 
numerals are luminous.” 

When you don’t carry the type -of jewelry that the 
customer has asked for, do you quietly admit it by 
saying, “I’m sorry, but we don’t have that style.” This 
has been proved to be the best selling technique because 
the frank admission invariably brings the response, 
“Well, do you have something similar?”” Now the custo- 
mer is coming to you. However, if you had tried to 
suggest another style at once, you would have built up 
a hard-to-overcome resistance. A good next question is, 
“What do you plan to wear the jewelry with?” Now you 
have a complete picture of the customer's needs, and are 
in a position to suggest the most appropriate styles from 
the jewelry that you do have in stock. 

Do you start a sale with your lowest priced item? 
You can, but this puts you at a disadvantage, because if 
the customer wants to see a piece of jewelry that is still 
less expensive, you have nothing left to offer. It is also 
bad planning to go to the opposite extreme and start 
with your highest priced jewelry—for if she wants 
something still better, again you're out of stock. The 
same rule holds true in regard to quality, for it permits 
you to go up or down in this regard as well. 

Do you consider the remark, “Il wear a watch like 
this myself,” a good selling technique? The old fashioned 


Brings New Appeal to 14K Gold! Jewelry is heid secure by 
tension of concealed spring.” Fashion and Function combine in 
the smooth, Spring-Action fit of every item to provide snugness 
and comfort —and the ultimate in pride for the wearer. 


Created by Craftsmen, Sloan & Co. jewelry is matchless in 


beauty and design. 
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salesman thinks it is valuable, but the man who practices 
new selling techniques considers it unwise unless the 
clerk knows the customer very well, or the customer 
actually asks the clerk for his personal experience in 
regard to the timepiece. The reasons why are: 

(1) Customers may feel, that the store-——not the sales- 
man—should do the recommending. 

(2) The clerk should put the customer——not himself 

in the limelight. 

(3) The customer's needs may be quite different from 
those of the clerk. 


KEEP THE BOOKS OPEN 


Ds you “close the books” before the customer actually 
opens up her pocketbook and pays for her jewelry? You 
can, of course, but if you don’t, you can frequently 
double the initial purchase, Try well-planned suggestions 
such as, “Since you have your little daughter with you, 
why not pick out a child's wristwatch for her as well? 
We've got some new watches that are on special sale 
right now—only $4.98.” 

“Would you like to see an attractive expansion bracelet 
to go with this locket? We have them in matched sets.” 

“Remember that next week is Mother's Day” (or 
Father's Day—or the week of graduation—-or some 
similar date that just might call for the purchase of gift 
jewelry). “Want to pick out something for her also 


while vou're in the store?” 
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$80.00 Keystone ai 
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Do you gossip with your customers? Back in the old 
cracker barrel days this was one of the most important 
commodities in many a emall general store, where a 
large portion of the family’s jewelry and timepieces was 
customarily purchased, and women still enjoy a pleasant 
chat with the salesperson, But since gossip no longer 
plays a constructive part in actual selling, the alert clerk 
can easily turn the customer's attention to the subject 
that he should know the best—-jewelry. Every jewelry 
store has merchandise that’s loaded with plenty of sub- 
jects for conversation——if he knows his product, and it 
is certainly more profitable to talk about that than it is 
to tell people about other people's business. 


AVOID THE EXTREMES 


Are you grouchy, irritable, or snappish when you 


. 


wait on trade? Or are you an “other extreme” sales- 
person who is just as bad—or worse-—-because you're 
always embarrassing customers with your wisecracks? 
The good salesman who best represents his store does 
neither. Instead, he adopts a cheerful, pleasant manner, 
and never gets “funny,” sarcastic, “smart,” or “mad,” 
He faces all types of customers all day long-—including 
grouches, crabs and Weisenheimers——but he has the 
poise to keep his own temperament always smooth, cheer- 
ful and pleasant, 


Do you build sales for tomorrow, after the customer 


























has finished her buying, by tucking a printed circular 
in the package? This might be a handbill that you've 
had printed up yourself, announcing a special sale on 
a special type of novelty such as costume jewelry, 
fountain pens, or silverware, that will take place the 
following week, This is a good time also to pass out 
informative literature such as, “What Every Woman 
Should Know About Diamonds.” When you do so, call 
attention to your act, by making some comment. Tell 
the customer about what is on the bill or in the leaflet, 
how it can help her, and give it your endorsement in 
general. 

Do you build up a lasting acceptance of the mer- 
chandise you've sold—-and the place where it was pur- 
chased? One way to do this consists of sincerely asking 
the customer to let you know how her friends like the 
piece of jewelry she’s just bought. Or, if it is a watch, a 
pen or other such item, if she is completely pleased with 
its service, This will make her take more careful note 
of the quality of her purchase, its appearance, and the 
comments from others, It will also make her more aware 
of the good features of the brand name and the style. 
On the other hand, if the item does not please her for 
one small reason or another, even if its far too small to 
complain to the store about--you'll hear from her re- 
garding it in plenty of time to be given the opportunity 
to make amends before losing future sales—and present 
good will, 
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‘Costume Jewelry is Fun to Sel? 


(From page 104) 


jewelry, and does, not combine it with other feminine 
accessories.” 

The shop was recently redecorated in rich tones which 
compensate for the north light. Walls are deep coral 
and the ceiling is charcoal. Margo's cards and other 
paper match the paint colors by using charcoal lettering 
on a coral background. 

Mirrors, both oval and rectangular, serve several pur- 
poses. The shop is often full of customers, for whom 
ample viewing surfaces are needed. Mirrors also give 
an illusion of spaciousness to the small shop. And, as 
Margo points out, mirrors do much to beautify a room. 

Centered in the rear wall is the name “Margo's” 
lettered in script and flanked on either side by large 
ornate, hanging birdcages, in one of which is a life-like 
artificial parrot. “Those cages,” she commented, “were 
expensive. But they've paid for themselves. Children 
are especially taken by them.” 

She made the black velvet rectangular wall panels, 
one of which is used to display ropes of beads, another 
earrings and a third, brooches and buckles. Besides 
being decorative in themselves, the panel displays please 
customers who like to look on the wall and see for them- 
selves, without asking the clerk to bring out each piece 
interesting them. A rectangular wall fixture of neutral 
wood displays a large variety of earrings. 


VARIETY IN PRESENTATION 


Several types of displayers in cases and the two win- 
dows also give variety to the presentation. Notable in 
the window is use of the black-haired head-——-sometimes 
replaced by one with snowy-haired dignity—showing 
featured ornaments. Driftwood effectively displays bead 
ropes. The small window features rhinestone accessories 
or all-metal jewelry. Margo dresses the windows and 
follows no definite periodical changes, except those sug- 
gested by holidays. When she stocks costume jewelry, 
she often buys exotic and somewhat expensive pieces for 
which she does not expect a big demand, but which are 
good eye-catchers for the windows. Surprisingly enough, 
these will be sold out of the window quickly. 

“We cater to a suit clientele,” said Margo, “and feel 
that girls employed in the many offices in the business 
and medical centers surrounding us form an important 
part of our trade. The city’s tourist trade is growing 
fast, and we get our share of it. I credit this partly to the 
shop's name. ‘Margo’s’ has a singing quality, is short 
and easy to remember. This is an important asset to a 
business. 

“The after-Christmas period, when I at first antici- 
pated a let-down in our business, sees brisk buying. 
Customers come in to spend Christmas money they 
received as gifts, and to pick up rhinestone jewelry to 
wear with New Year costumes. 

“Distinctive costume jewelry is our feature. Buying 
for a small shop such as mine is very different from 
stocking a jewelry section in a department store, which 
purchases in quantity lots, keeping demands of the aver- 
age customer in mind. | select for her, too, but also 
cater to individual tastes, choosing over a wider range 
of materials and design, from the dainty and delicate 
to the heavy and bizarre. 
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“Costume jewelry has come into ite own in recent 
years, with careful workmanship evident even in many 
of the least expensive items. 

“A must to the buyer for a shop such as mine is to 
keep in touch with developments in the fashion field, 
since the dress industry and costume jewelry manufac- 
turers work hand-in-hand. Even fabric textures and 
jewelry designs have an affinity for one another, | study 
fashion and jewelry magazines constantly. 

“A service | give the community, one which brings 
me good advertising, is to make informal talks on cos- 
tume jewelry before women's organizations such as lodge 
auxiliaries, sororities and cultural groups. I also am 
commentator on jewelry accessories for local style shows. 
| illustrate these talks with striking pieces of costume 
jewelry for the season of the year.” 


Window Display Techniques 
(From page 92) 
greatest attention, In fact, the store has found that the 
usual window viewer checks the contents of both sus- 
pended shadow boxes before paying anv attention to 
those items on the window floor. 

“Perhaps the best example of how effective the shadow 
boxes have been Caine in connection with an expensive 
pair of sapphire and pearl earrings,’ Mrs. Yarger said. 
“They had been in the shell-warmer category for more 
than two years. When we transferred these earrings lo a 


shadow box in the window—with an appropriate mineral 





specimen as background—they were on display only three 
days before they were sold. On another occasion, we chose 
an elaborate diamond-encrusted lady’s wrist watch which, 
because of its high price, had been with us too long. This 
piece, shown in one of the shadow boxes during the open- 
ing of the Colorado summer opera season, was sold within 
24 hours. Our theory is that by concentrating interest 
entirely upon a single item invests it with far more 
appeal,” 

The shadow boxes are regularly given unusual treat- 
ment, which borders on the surrealistic. During a promo- 
tion of cultured pearls, Pohndorf’s displayed a four- 
strand necklace to appear as though it had toppled off the 
side of the shadow box and caught on one corner. Another 
strand of pearls was centered in the interior of one shadow 


box. 


WINDOW FLOOR DISPLAYS 

Success with the “suspended shadow boxes” has in- 
spired the firm to be more imaginative with the window 
floor display area. Once they created a miniature rock 
garden on the window floor. This is in keeping with the 
history of the firm. For their greatest success has come 
with mineral specimens as background for jewelry dis- 
plays. Pohndorf’s, established originally as a mineral 
store, has a large collection of fine specimens. Using the 
rock garden theme, a typical display in July showed a 
floor of artificial grass, sloping up into the right-rear 
window corner. Scattered over this “hill” were mineral 





Since for 





(Lh ht th kth Ap Mt IEEE I MIS EEE ETE hed EEE E. hhh ft III FF IEE EISELE PE Ss 
LPPALI PA AL LE LLA LL SAL SALLE LILA LDL IIIS PP PPP IPP AE PLIES LAD EAS TAM ATA SAID AA PPBPP IPSS EPID ISPS 
HDPE ILE LEE IIE EEL LDS Sh ht tthe i 2A ARIAS A APRS IPD PD PPS SE PS ao bb eh A AP BR 
Oh ee ee od A 
ee 


CP IPS SS STS Aad A eR PIP PP 
CES A he ee he AKA DEES PS 









specific plating problems. 









g SOLUTIONS 


White, hard and highly resistant to corrosion, Rhodium 
Electroplate is a precious metal, available at relatively 
moderate cost. Its characteristics make it advantageous 
for use in the manufacture of Jewelry, Giftwares, Acces- 


sories and many other applications. Consult us about your 
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specimens and polished stones, including amethyst, quartz 
crystals, etc., interspersed with tiny artificial flowers. 
The shadow boxes have also been of substantial value 
in introducing new specials in the Pohndorf inventory. 
“We credit most of the beneficial change in our sales 
directly to the redesign of the windows,” Mrs. Yarger 


said. 


Remodeled Store Features... 


(From page 100) 


happy to encourage them to learn the feel of our shop 
in this getting-acquainted stage. 

“With the added space available here, we will go into 
silver more extensively. We refinished the Philippine 
mahogany fixtures moved from the old location, and 
added others of the same wood. In front of the silver. 
ware shelves, we placed a desk of distinctive design, 
something on the order of a coffee table, for convenience 
in handling silver sales.” 

Other details have been carried out between the firm's 
moving and the formal opening which took place neat 
the end of October. 

Decoration of the shop is in colors designed to comple- 
ment the dark finish of the mahogany fixtures. 

The modernistic pegboard displays, in two sizes, which 
are set up against the glass front, draw considerable 
attention from passersby ; and at the same time these 
displays present an attractive side to customers within 
the store. Of dull black, lined with pastel green, they 
have sliding doors of frosted white glass which, due to 
the reflection of the inner walls, appear to be sea green. 

Lythgoe explained that the remodeling was so designed 
that, although several improvements he has in mind will 
be added gradually, the shop presents an appearance of 
completion. To introduce more color, he will later install 
wall panels of the same yellow tint lining the mahogany 
cases. A clock will be centered on the rear wall. In the 
case of watches, tilted displays will be fitted, giving easy 
visibility to each watch, while enabling a sizeable stock 


to be shown. 


New Address for JC-K 


The executive, editorial, circulation and production 
offices of Tue JeweLers’ CrrcuLar-Keystone moved to 
the Chilton Company's main office and printing plant, 
located at Chestnut and 56th Sts., Philadelphia 39, Pa., 
on September 22. Henceforth, all correspondence with 
these departments should be sent to this address, 

The New York advertising sales office (including 
classified) will remain at the present location, 100 East 
42nd St., but cuts and engravings will be sent directly 
to the Philadelphia address. 

The move is part of a larger consolidation plan in 
which editorial, circulation and production operations 
of all Chilton publications are to be centralized in the 
new Chilton building in Philadelphia. 
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GRUEN has the newest look in advertising, tool 


SEE— Gruen on TV—watch Dave Garroway’s “Today” 
and Arlene Francis on‘ Home’! READ— Dynamically dif- 
ferent Gruen ads in Life and TV Guide! HEAR— Exciting 
Gruen commercials on fabulous ‘‘Monitor’’ radio show! 
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The Gruen Watch Company, Time rtiti, Cincinnati 6, Onio. 
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A name that has been known for over 
half a century for the high quality 
and exquisite design of its diamond and 
precious stone, gold and platinnm 
jewelry. 


A name that implies satisfactory 
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of Naomi ring guards and ring locks. 
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saler today. 
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St. Joseph of Copertino 
Flying Medallion 


designed by 
C. Paul Jennewein 





This medallion, not limited to a single creed, and made fam- 
ous during World War Il as a special guardian of air travel- 
ers, is available again for the first time since 1946. 
Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 
5S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Herseshoe key chains. 
S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 

® Write for price list @ 


AIRBORNE MEDALLION CO. 
153 East 70th St. New York 21,N.Y¥. BU. 8-2718 
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Diamond Industry Report ‘Monday Morning Eye Openers’ 
(From page 90) 


was a genuine $17.50 value offered for $9.85, a savings 
of $7.65 for the customer, (The Millers insist quite 
rightly that offering genuine value and true savings in 
a promotion of this nature is absolutely essential.) An- 
other recent special was a manicure set for men; a 
third which appeared recently in Miller Bros, ads was 
a blown glass, silver-trimmed bud vase, 

Miller advertises in Monday morning newspapers, 
instead of Sunday as suggested by Traffic Makers Con- 
solidated. The brothers justify their departure from the 
TMC plan for the following reasons. “We've chosen 
Monday in preference to Sunday primarily because the 
Sunday newspapers in our city deliver a very large out- 
of-town circulation which, for purposes of this type 
promotion, is useless. We want in-store trafic, not mail 
orders, Store trafic is the means by which additional 
sales are made . . . new accounts placed on the books 


.. and new customers made for the store. 





“The ads are all four columns wide,” Harry Miller 


The 30th annual report on the diamond industry is added. We try for good position, and always specify 


now available in booklet form at 50 cents per copy. the same page. 


Address your requests for copies to JEWELERS’ CIRCULAR- This tactic gets results, “We've been very pleased 
Keystone Chestnut and 56th Sts., Philadelphia 39, with what happened in only a short trial of ‘Monday 
Pennsylvania. Morning Eye Openers,” J. E. Miller remarked, “It's 
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THE HERSEHEDE HALL CLOCK COMPANY - Cincinnati 6, Ohie 
G8 6 
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“What are you worrying about... 
it’s a Flex-Let Band! Ain't it?” 











“Operation 248” 
(Diamonds) 


NO LONGER do shipments of diamonds valued 
at less than $250 have to be cleared at the port of 
entry. As a result of a U.S. Customs ruling issued 
last year, such shipments now may be sent air parcel 
post directly to your store, the 10% duty being 
collected by the postman, The savings in time and 
money are important. 

To enable U.S. jewelers to take maximum ad- 
vantage of the new Customs ruling, I have devised 
“Operation 248” which consists of 8 standard par- 
cels of Diamonds in 4 different grades, each priced 
at $248, 

Send for a copy of my 3-color folder which 
describes “Operation 248” in detail and includes 
Wholesale Price List #29 (prices per carat in U.S. 
Dollars). Also order forms. Fill out coupon below 
and mail today. (Airmail postage: 15¢ per \/A 


oun): Joachim Goldenstein 


DIAMOND CLUB, ANTWERP, BELGIUM 
Clip and Mail Today 
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Joachim Goldenstein 
Diamond Club, Antwerp, Belgium 


Please airmail us a copy of your 3-color folder describing 
“Operation 248" 


Store Name 


Siore Address 
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ARLEN 


THE WORLD'S LARGEST AND FINEST 
SELECTION OF TROPHIES 
i AND AWARDS 





GENUINE PEDRARA ONYX 
BLACK & GOLD ITALIAN MARBLE 
FINE WALNUT WOODS 


“MARBLETTE” — THE GEM 
OF PLASTICS 


“RICH-GLO” FIGURES 


ARLEN’S NEW, 
ECONOMICAL “OSCARS” 

































Write for new. copyrighted “Trophy 
Selection Guides’ with your im- 
print, —- a streamlined selling aid 
to increase trophy orders and to 
reduce customer time in ‘“‘select- 
ing” trophies. 


ARLEN TROPHY CO. 


QO GOLD STREET 71.4016) ,¢6' 


Ay 


YOU...NEED THIS BOOK 


CLEBAR 
4d ) i 
@ Write for booklet —~ tells the 

“inside story” of stopwatches. 

HMustrotes patented spore parts compartment. Shows what 

to look for in a timer. Complete, thorough, interesting. 

Must reading for users of stopwatches. 
@ Brond new Clebar catalog . . . ustrates and describes more 

than a score of stopwatches and chronogrophs for every 

timing purpose. Write for your copy today ! 





oe FF 





CLEBAR WATCH AGENCY: 521 Fifth Ave 
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not possible as yet to determine results precisely as far 
as second sales and new accounts are concerned, Certain- 
ly the specials themselves move extremely well. And 
were putting new names on the books as well as in- 
creasing overall store sales. 


+ 
Anette te 


yiller 


“My brother and | are convinced this program of 
reguiarly-offered specials is the reason, We plan to 
continue them—indefinitely, It's probable that people 
will come to look for Miller Brothers’ Lye Openers as 
they do for any other regularly read part of the Monday 


paper,” 


Developing Advertising Ideas 


The value of creative advertisements and window dis- 
plays is not only in capturing the attention of prospec- 
tive customers, but in accomplishing the more important 
objective of making the sale! 

Most jewelers agree with this principle, but have dif- 
fieulty in finding new and unusual ways of attracting 
attention to their stores. Creative ideas require a good 
deal of time and thought, which the jeweler is generally 
too busy to give. 

For the benefit of these busy jewelers, here is a step- 
by-step procedure for developing new and different ad- 
vertising ideas: 

(1) Determine Sales Point 


One way to determine the sales point is to ask your- 
self: “What ‘key’ thought do | want remembered?” 
The answer will help bring your thinking into focus and 
will help you develop your advertising approach. Your 
answer should be based on one of the basic appeals to 
which people react: pride, appearance, durability, econ- 
omy, etc. Select one of these “key” thoughts and use 
it in the next step of the procedure. 

(2) Sharpen the Angle 

This step takes the basic appeal from the general to 
the specific; it is like using a rifle instead of a shotgun. 
You might have selected the appeal of economy as the 
sales point you want your customers to remember most. 
If so, ask yourself: “Specifically, what will my custom- 
ers save?” It might be time, money, effort, worry or 


inconvenience. You can put an even sharper point on 
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what 
watch 


nets 





the newest 
look 


in time 


GRUEN hase the newest look in advertising, tool 

SEE—Gruen on TV— watch Dave Garroway’s “Today” 
and Arlene Francis on“ Home’! READ-— Dynamically dif- 
ferent Gruen ads in Life and TV Guide! HEAR— Exciting 
Gruen commercials on fabulous “Monitor” radio show! 


GRUEN The Precision Watch® Precision® —The most important trademark 
im watchmaking. Look for it on the watch you Duy 


The Gruen Watch Company, Time Hill, Cincinnati 6, Ohio, 












SALESMEN 
WANTED 


We are expanding our sales force and 
will have openings in 1956 in the Mid- 
West centering around Chicago, also 
on the Pacific Coast. 






































We manufacture a general ring line 
consisting of Emblem Rings, Stone 
Rings, Diamond Mountings and Wed- 
ding Rings of better than average 
quality and catering to better users 
in both large and small communities. 
In business more than 50 years, we 
have a recognized line now selling to 
important users in the territory now 
open. We are interested in discussing 
connections starting January 1956. 


GOODMAN & CO. 


FOU. ¢ er pet eS ~~ 42 W. WASHINGTON STREE 
ep ee el. ie: a a 
TACS mec SEE INDIANAPOLIS 4, INDIANA 
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A NEW DESIGN SERVICE 


> Provides jewelers each month with three 
hotographic sheets strikingly illustrating the 
atest ideas in modern jewelry designs. 


> Covering various items, such as earrings, 
clips, watches, necklaces, etc., this monthly ser- 
vice provides jewelers with the most modern 
design ideas with which he can sell more pre- 


Wreieeaair 1 gem. colorful and alv cious jewelry. 

> Released monthly on a yearly subscription 
basis, this new design service is available at 
$3.00 per. month. 


Write today, enclosing $3.00 for the latest 
issue and subscription form. 


: y / ' J. M. FISHER COMPANY DESIGNS TECHNIQUE 
Z| ATTLEBORO. MASS 62 WwW. 47th st... New York 36, N, 7; 
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your sales appeal by being very specific: How much 
money, how much time, etc. 

(3) Boil Out the Fat 

After channeling your thinking into the specific sales 
point you want remembered, you are ready to move to 
the “sales spark.” This is accomplished by reducing 
your appeal to one word by eliminating all unnecessary 
verbiage from the message. One way to handle this is 
to change the basic appeal to an adjective: instead of 
pride, use proud; instead of appearance use beautiful: 
instead of durability use durable; and instead of econ- 
omy use economical. 

(4) Develop a Simile 

Now, with your one-word appeal in mind, turn it into 
a simile. To do this, merely add the word “as” or “like” 
to the adjective you have selected. For example, here 
are a few thought-nudgers: “Proud as . 
“Beautiful as »” “Durable as 
“Economical as To develop more ideas 
for a campaign or a series of window displays, simply 
use more similes on the same sales point. This calls for 
a variety of examples that are beautiful, durable, eco- 
nomical, etc. The more examples you can originate, 
the more ideas you will have for your ads and displays. 

(5) Consider History and Literature 

The famous poet Goethe, said “Everything has been 
thought of and the difficult thing is to think of it again.” 


a 5 a oe OM eS 


Fine Gibson 


Yet, by turning to history the jeweler can discover 
many fine examples for his similes. For instance, by 
looking into the past for something beautiful we re- 
discover the princess. In literature, we find hard-hearted 
Scrooge as an example of an economical person, Fur- 
ther thoughts along these lines will result in countless 
advertising ideas. 

(6) Go Modern 


As a contrast to looking into the past, jewelers should 
gaze into the future. As a general rule, your advertis. 
ing ideas will be better if they consider the future rather 
than something current. This is because timely ideas 
often lose their timeliness by the time the jeweler'’s idea 
is completely developed and prepared, The future, how. 
ever, is anyone's guess-—and looking ahead provides a 
wealth of advertising ideas, 

(7) Search for a Symbol 


One picture is worth ten thousand words according 
to the ancient Chinese proverb. The symbol technique 
follows the same principle: pin-pointing an idea in a 
clear and concise manner. Suppose the jeweler has 
selected economical as his sales point: what is a symbol 
for something economical? The good old Scotsman is 
typical of an economical person. Reduce this to a 
symbol——Scotch plaid—-and you have a symbol for 
economy. 


To select an effective symbol, remove everything from 


PAIRED 


albums for a permanent 


record of wedding, guests and gift: 


beautifully bound in white vw reLialelelt 


simulated leather with silver stamped 


title and cover design 
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it's in the cards 
to be a big year for 


Business Gifts This Christmas ' 


Each Year $1, 800, 000,000 Is sa 
By Business Firms For Christmas Gifts! 


@ 43% Of This Ainount Is Spent 
At The Retail Level! 


Gifts For Home Use Are The Most Popular — 

Such As Kem Playing Cerds. Kem Cards Are 

Preferred Because They Last For Years! 

Double deck retails for $7.50 
Make it your business to STOCK, SELL, DISPLAY KEM PLASTIC 
CARDS ... set up your own Business Gift Department and you 
can figure on obtaining a profitable share of Christmas Busi- 
ness Gift Volume! For prompt shipment, CALL, WIRE, WRITE: 


KEM PLASTIC PLAYING CARDS, INC. 


595 Madison Avenue, New York 22, N.Y. 
Murray Hill 68-8650 





Vvy 
tl 




































Jewelers Acceptance Corp. 


OFFERS A 


Balanced Financing Plan 


Designed for YOU, Mr. Credit Jeweler! 


if you want to: 

(1) Expand your sales-volume 

(2) Discount your trade-obligations 

(3) Add semi-permanent working-capital 
to your business 

(4) Take advantage of spot-cash buying 
opportunities 

(5) Improve your operative efficiency 
and credit standing 

» ++ contact one of the following officials 


WILLIAM J. BOTTO « LEWIS R. EISNER 


JEWELERS ACCEPTANCE 
CORPORATION 


608 Fifth Avenue, New York 20, New York 
Plaza 7-8680 




























Reordered from Coast to Coast 


MESH SNAKE BRACELETS 





24K GOLD PLATE AND RHODIUM PLATE 
POPULAR rn FOR VOLUME SALES 


This is it! The Jewelry n by SONNET that has beer 
sell-out with top stores Gleaming Mesh Snake Bracelets 
tne perennia! tavorite of oF new |ow price San ples if rated 
iobbers. Distributed thr: sh wholesalers only, 4 row broceie? 
retails about $7.00; 2 row bracelet, retails about $5.00. 


National Representative 


BERNSTEIN-SAFT ASSOC., INC. 
385—5 AVE., WEW YORK 1, 6. Y. Murray Hill 3-5992 


Created by: Sennett Mfg. Co., 142 Lafayette St., New York 13, N. Y. 














Slash Mailing Costs 


A completely new low cost-lightweight corrugated 
mailing bex. 


* ideal Gift Box and Mailer * New Strength 


Ege h ; 
SAF-T-MAILER RENN 


e J ial I MPO. BY ROSNER CONTAINER CO. 


_~ 
Ne ~ 
*aa ae 





Featuring exclusive Label-Sealer for Parcel Post and 


Preformed-Sealer for Registered Mail. (yet. pend.) 
Write for descriptive brochure 
143 Greene $F. New York 12, WN. Y. 


Tel. GRaemercy 5-2306 
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SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS | 


JMS> JMS Jewelry Manufact turing Co 


VI 
256 LIBERTY STREET. BLOOMFIELD. NEW JER 


/ 6 Lacgest MM murocturer of La Ui ity i rf ij 
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the illustration until vou have left only one element 


which everyone will understand. A child putting money 
in a piggy bank is an example of saving. By removing 
the child and showing only a hand putting money in 
the bank we have a symbol of saving. 

This step-by-step procedure can be used for all types 
of advertising—-newspapers, direct mail and billboards 
or posters and for window displays. It is designed to 
stimulate your imagination to produce better advertise. 


ments— and to help you sell more jewelry. 


Time Out for Work! 


When Harold Jones, retail store owner of Greeley 


Colorado, found that his employees were getting into the 


habit of spending too much time each day in conver 
sation, coflee breaks, and unnecessary errands, he used 
a clever bit of psychology to obtain better cooperation. 

\ letter was posted on the wall at the rear of the store. 
It read: 

“Due to increased competition and a desire to stay in 
business, we find necessary to institute a new policy. 
We are asking that some time between starting and quit- 
ting time, and without interfering too much on the time 
usually devoted to lunch periods, coffee breaks, rest 
periods, story telling, vacation planning, and the re- 


each employee 


hashing of yesterday's TV programs. 











endear ol find some time which can be set aside and 
known as the ‘work break. 

Results were excellent, reports Jones, and the humor 
involved in the message was far more effective than a 
warning to employees taking too lackadaisical an atti. 


tude toward their work. 


Gift Wrapped Packages Displayed 





A variety of gift packages wrapped in colorful paper were ploced 
cround the top of the wall cabinets in Pauls Credit Jewelers, 
San Jose, Calif. The store owner remarked that the packages were 
exciting in themselves and served as symbols of the Christmas 


spirit of gift-giving. 
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ANNIVERSARIES * WEDDINGS -GRADUATIONS~ BIRTHDAYS 4° 
Suggest an attractive locket or charm bracelet for that 


memorable occasion. Many beautiful designs in 
chains and charms in sterling,gold filled 
end 14K pcsolice are mae = 


i ae 


Call Charm Craft for your selection of discs and charms. Ask for catalog J. 


Cio Cp 


98 Broadway New York 9,N. Y. 
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Lejt—General Electric introduces this new 





































five-transitor pocket radio which weighs 
only 15 ounces with battery. Selector, on-off 
and volume switch operated with one finger. 
Loudspeaker. Ivory or ebony case, $49.95. 


Right—This new travel alarm clock is from 
Semea Clock Co, Hat-box design. Genuine 
leather case, jeweled movement. Luminous 
hands and dots with raised gilt numerals and 
hour marks, In four colors. $12.95. 


Lejt—RCA introduces this new “Skipper” 
battery-operated portable radio and 45 rpm 
single-play phonograph combination. Plastic 
cabinet, outside controls. Operates on 4 
flashlight-type batteries, For $59.95. 


Right—This is the new “Fantasy” ladies’ 
dress watch from Seth Thomas. 14K white or 
yellow gold case with delicately carved end 
pieces. Silver dial with raised figures 

and hour markers, For $87.50. 


Le/t—This is the new model 56CJ clock radio 
from Motorola, Silver clock and dial faces 
trimmed in gold, Appliance outlet, slumber 
switch and buzzer alarm. Luminous hands, 
Ebony or ivory plastic case. Under $50, retail. 


Right—This new Junghans boudoir alarm clock 
from Henry Coehler Co., Inc., New York, buzzes 
softly at first, then rings loudly. “Silent- 

Tic” movement, Ivory case, luminous dial. 
3%4” in diameter, $6.95, retail. 

















They re new... theyre 
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Le/t--This new dress watch is the “Sportsman 
Sweep” from Longines. Water and shock- 
resistant. Longines movement powered by 
lifetime mainspring. Gold-filled case. 

Priced at $84.50, retail, FTI. 


Right—This new “Riviera” travel clock from 
Lux Clock Manufacturing Co., Waterbury, 
Conn., features a quick slide-open case. 
Finished in Arabian Ostrich. Ivory dial, 
luminous numerals, 4” long by 24” high. 


Left—Wittnauer introduces this new “Diamond 
Ensemble,” which consists of a matching ladies’ 
diamond-set watch and a diamond ring. 14K 
white gold, filigree-work. Four diamonds in 
watch case, seven in ring. For $175, FTI. 


Right—This new “Chateau” model barometer- 
thermometer combination is from Airguide 
Instrument Co., 2210 Wabansia Ave., Chicago. 
French provincial styling. Solid cherrywood 
case. Polished brass bezel. $25, retail. 


Le{t—tThis is the “Viscount,” one of a new 
group of modern styled watches from Hamilton. 
14K gold case. Triangular end pieces and 18K 
gold triangular markers on dial. Black or 

white dial, alligator strap for $150, retail. 


Right—This “Ebony Sphere” electric wall 
clock is from new consumer line from New Haven 
Clock and Watch Co. Black metal dial with 
polished brass hands and hour markers, Red 


ad 


sweep second hand, 91%” in diameter. $9.95. 


o/ 
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Lejt-—-This new “Karin” pattern in Gustav 
stainless steel flatware is imported from 
Sweden. Dull satin finish. 6-piece place 
setting for $5.95, retail. Progredo 
Trading Co., 550 Fifth Ave., New York. 


Right-——This sterling silver infant's feeding 
spoon is from Kem, P.O. Box 573, Binghamton, 
New York. Wide, no-roll handle provides 

firm grip. Extra narrow bowl to fit baby’s 
mouth, Gift boxed at $3, retail. 


Le{t--This is the new Salad Server which 
has been introduced by H. Sacks & Son, 
Brookline, Mass. Silverplated. Large shell 
is 15”, smaller is 6”. Shells can also be 


used separately. For $24, retail. 


Right-—This new “Countess” serving tray is 
from the new ornately classic service by 

the hollowware division of International 
Silver. Fluted edges with rose and scroll 


border. 1544” in diameter. $17.50, retail. 


Lejt-—-This table lighter is the new “Fantasy” 
model from Ronson. Features new “plume arm” 
fitment which provides easier lighting up. 

Base is made of china decorated with 

gold trim. Retails at $15. 


Right-—-This handsome new photograph frame 
is one of the line produced by Raimond, Inc., 
silversmiths of Malden, Mass. Made of 
sterling silver. Smooth finish. Wide range 


of sizes, designs and prices. 
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Left—This cuff link’s and tie bar set is 
No. 811 in Flex-Let’s “Beau Brummell” men’s 
jewelry line. Imported bright white 
rhinestones set against satin finish. Highly 
polished triangular areas. $6.95, retail. 


Right—This is the “Capri” model from the 
“Claspette” line of ladies’ contour clasp-on 
watch attachments from Don Juan, 29 East 
Madison St., Chicago. Holds watch securely, 
will not twist. Stainless steel. $4.95. 


Left—Stern Manufacturing Co., 401 Mulberry 
St., Newark, New Jersey, has introduced 
this ladies’ birthstone ring. Hand engraved 
white border. All months available in either 
genuine or synthetic stones for $9. Keystone. 


Right—Tris striking new cuff links and tie 
bar set has been introduced by Squire, Inc., 
Taunton, Mass. Onyx and rhinestone on jet 
background in Hamilton finish. Set priced 
at $5, retail, 


Le{t—These suspenders and garters from 
Sloan & Co., 15 Maiden Lane, New York. 
feature fastenings made of 14K gold. 
Suspenders are priced at $100, Keystone, 
and garters at $90, Keystone, 


Right—This new cuff links and tie bar set 
has been introduced by Forstner Corp., 
Irvington, New Jersey. Available either in 
sterling silver at $9, Keystone, or gold 
filled at $10, Keystone. 







































yours to profit by. 
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Theyre new... 


Left—This “Evening Star” necklace and earring 
set is from Salvador of Mexico. Hand-wrought 
sterling silver with golden sheen obsidian. 
Necklace $50, earrings $15, Keystone. Inter- 
American Importing Co., Peoria, Illinois. 


Right—Trifari introduces this “Cleopatra” 
7 ensemble: broad collar, bracelet and jumbo 
button earrings of golden-tone Trifanium 

in lacy pattern. Collar $20, bracelet $15 and 


earrings $5, retail. 


Le{t-—Babcock Box Co., 43 5. Main St., 

Attleboro, Mass., has introduced this 
“Jewel Mates” set of jewel box and matching 

earring case. Ivory outside with blue 

velvet and satin lining. Set at $5, retail. 


Right-—This is one of six matching pin and 
earring sets from Atlantic Jewelry Co., 

387 Charles St., Providence. Original 
“Regel” design. Finely woven mesh in metal 
frame. Gold plated. $3 each, retail. 


Le{t—This novel flower and lady bug pendant 
is imported from West Germany. Hand-carved 
ivory with enamelled bug. 16” ivory chain. 
$10.50, retail FTI; as a pin $11.50. Arbor 
Jewelry Co., 204 Westminster St., Providence. 


Right-—Leys, Christie & Co., Inc., intro- 
duces these matching earrings and brooch. 
Golden Tones of Topaz (citrin quartz) with 
“Orienta” cultured pearls forming complete 
circle, Brooch $200, earrings $85, Keystone. 
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Twetve National adver- 
tisements — eight of which 
will be full pages — will in- 
troduce the ROSECREST 
pattern to your customers dur- 
ing the Fall season beginning 
with the September issues of 
SEVENTEEN, Mopern Baripe, 
House BreauTiFuL, BuYING 
Guipe For THE Bripe, and 
HouskEHOoLD — a total readership 
of 33,281,666. 


Be the first to show this pre-tested 
succes, pattern in your town. 


Order now from your Alvin Jobber or 
direct .. . Prices the same. 


play pad available for only $1.00 net. 
Price folders gladly sent on request. 


*Trade Marks 





Introducing. . . 
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by 


ALVIN’ 


A MODERN, YOUTHFUL, 
STYLISH DESIGN IN 
STERLING SILVER 


Love and Roses belong to the 
young in heart... and here 
in this fresh, new ALVIN 
creation we find one of to- 
day's most fashionable pat- 
terns that expresses the lovely 
sentiment of love and roses 


in beautiful Sterling Silver. 


Retail price for a $-piece luncheon-size a 
place setting $28.00, Federal Tax in- we 
cluded. Special $-piece place setting dis- \ vA THE ALVIN SILVERS MITHS 


Makers of exclusive Silver Designs for Seventy Years 


PROVIDENCE 7, RHODE ISLAND 
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New! 
CONSTELLATION SETS 
for budget-buyers 


‘9 Le a | 
Set No. $746 ‘fe it SE 
2 4 Pa 
f 


The only electric sharpener 
by a quality cutlery maker 


New look <--- 


plus two new hit items 
pace new Carvel Hall line 


THEY LOVED US IN CHICAGO —Even our most 

ardent imitators (of which there are quite o few) were 

excited when they saw the new Carvel Hall line. 

You could almost see the buyers mentally calculating 

their increased volume and profits. lt figures, too. 

Carvei Hall's new, imported Colonial Chests lend 

new prestige, new sales luster to the line. Sales- 

minded buyers stopped dead in their tracks when 

they saw the new Knife Sharpeners and Constella- 

tion Sets. And so will you. Get the complete story 

today. See your Carvel Hall distributor or write | _ Bet We, 5166 
us direct. 4 


with new Colonial Chest, $37.50 retail. 


SET NO. 5166-—6 Steck Knives, Clossic Handles with 
new Colonial Chest, $33.50 retail. 


® SET NO. 7700—New Knife Sharp-ner, UL Approved, 
fully gvoranteed in smart Block-copper, $14.95. 
SET NO. 5746—6-pc. Constellation Set in Block. 


CHAS. D. BRIDDELL, INC., CRISFIELD, MD. copper with Tray-Pak, $9.95. Also in Ivory. 


Crane fel SET NO. 6163—Mat. Carver, slicer, fork in Clessic 
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by Chet Spink 


* A carefully planned annual campaign directed at students of nearby schools has 
made sterling flatware a top sales item for Paul Hudson Credit Jeweler, San Jose, Cal. 
Sparked by a direct mail campaign each Spring aimed at graduates, the program at- 
tracts hundreds of new customers. It brings young purchasers into the store at a time 
when they are on the threshold of employment and when buying habits are in the 
formative stage. The program also ultimately attracts relatives and friends of the gradu- 


ates, exposing them to purchases in other departments of the store. 
“Our merchandising program has made sterling an extremely fine trafhe item,” 
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Paul Hudson sets his sights... 


lor GREATER STERLING VOLUME 


Paul Hudson said. “As profit merchandise, it is outgrossed in our store only by 


diamonds and fine jewelry.” 

Working with 1954's list of 1600 girl graduates, for example, compiled from 17 
high schools and junior high schools, Hudson's direct mail campaign brought more 
than 800 girls into the store. “We sold sterling to a large percentage of them,” Hud 
son said, 


The store's big silver promotion dates are May 15 to July 1, and October 15 through 


(Please turn to page 142) 
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Sterling Volume (continued) 


















the holidays. Opening phase of the Spring drive is a letter mailed to graduates invit- 
ing them to visit the store to register their pattern choice. Names of the girl graduates 
are obtained from the school officials early in April. 


Direct mail is used because Hudson believes, in this instance, he gets best results 
from that medium, Three separate letters comprise the mail campaign. Two, sent to 
the girls, are used in the Spring. The third letter, to the girls’ parents, is a follow-up 
used in the Fall. 


The letters are multilithed on Hudson's letterhead, then reproduced on 842 x 11 bond 
against a background of scenes from the interior and exterior of the store. The first 
letter congratulates the girl graduate, invites her to select a pattern from the firm’s 
vast sterling stock and advises her there is a free sterling gift for her at the store. 


When the girl selects her pattern, a silver spoon in the form of a pin is ordered for 
her, in the pattern she selects. The girls sign a registration book and later an individual 
index card is made up from the list, 


When the pattern pins arrive from the manufacturer, the second letter goes out, in- 
viting the girls to come in and pick up their gifts. 


(Please turn to page 158) 





Hard selling and planned promotions have elevated the silverware department at 
Hudson's jewelry store to a highly profitable level. Paul Hudson (left), Mrs. Bonnie 
Bell, and store manager Phil Schnittspan are seen above examining a quality silver 
hollowware item in the store's stock. 
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For Reed and Barton Dealers Onl y— 


WIN A TRIP TO NASSAU! 


Reed & Barton will award a luxury line 
cruise for two to Nassau for the best 
window display featuring TARA sterling. 


Kvery store has an equal chance to win. 


Big stores, little stores, Reed & Barton gives 

everybody an equal opportunity to take the First Grand 
Prize in this exciting window-decorating contest. 

You can win an all-expenses paid cruise to the Bahamas 

on an Incres Nassau luxury cruise ship, including a stay 
in New York at the Waldorf-Astoria and seats for a 

top Broadway play. 


MORE BIG PRIZES: 

SECOND PRIZE will be a service for 8 in Tara Sterling, 
including serving pieces and a handsome chest. 

THIRD GRAND PRIZE will be a service for six in lara 
Sterling, including serving pieces and a handsome chest. 
And more than 20 other valuable prizes will be 
uwarded. Group breakdown by city s1ze gives every store 


a chance to win. 


MORE SALES FOR YOU, TOO! 

Take advantage of Reed & Barton’s “Tara” contest. 
Decorate your store window with this exciting new sterling 
pattern. You'll find customers flocking in to see it, 

and to buy it! 


HURRY |! 


Contest closes November 15th. Take a photograph of your 
decorated window and mail it to Reed & Barton. 
Sales Promotion Dept., Taunton. Mass. 


REED & BARTON 


Silvermasters since 1824 
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The consistent use of small-space ads can produce 
a substantial amount of business for the jeweler 
who knows how to prepare them effectively. This 
article tells how to go about it! 


How to MAKE  smuseace 0s 10» 


by Paul Lockwood 


Dollar for dollar, good small-space advertisements 
used consistently will produce more business for a retail 
jeweler than an occasional large-space ad, Two words 
of this advertising principle must be carefuily con- 
sidered before it is accepted completely: “good” and 
“consistently,” 

Now, if his local newspaper has a rate of $1 per 
column inch, the jeweler with a monthly budget of $100 
has 100 inches a month to use for his advertising. Two 
four column 12-inch ads would require 96 column inches 
or almost the entire month’s advertising budget. 

lt requires more work to prepare 8 or 10 small-space 
ads than two large-space ads. This is where the second 
part of the advertising principle enters the picture— 
good small-space ads, 

In small space advertising, of course, a jeweler does 
not have the space to cover all the items in his stock 
or all the reasons why it is to the customer’s advantage 
to buy at his store, 

One appeal, one item of jewelry, and one type of cus- 
tomer, is all a small-space ad can cover effectively. It 
is the rifle strategy of advertising rather than the shot- 
gun technique, 

Advertising experts claim that the headline of a small- 
space ad accounts for from 40 to 60 per cent of the ad’s 
effectiveness. Here are three ways you can make your 
headline attract more attention to your small-space ads: 

(1) Make it specific. Headlines that select the type 
of readers you want are most effective. One word head- 
lines that name the item you are featuring-——watches, 
diamonds, etc,——will automatically select your customers. 

(2) Keep it short. One, two or three-word headlines 
are considered best for small-space ads. This keeps the 
attention riveted on your advertising message, takes up 
a minimum of space, and helps keep your ad slanted 
to a single idea. 

(3) Use large type. Readership studies have shown 
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that large type headlines attract more attention. Thea, 
too, headlines that use larger type provide a contrast 
for the small-space ad and will help attract attention. 

In writing copy for small-space ads, it is best to use 
a minimum of copy. This, of course, will vary with the 
size of the ad, the size of the illustration, the signature 
and the headline. As a general rule, ti is best not to 
exceed 100 words in a small-space ad. 

Here are five rules for writing copy for small space 
ads that some retail jewelers have found helpful: 

(1) Eliminate the introduction—start selling with the 
first word of copy. 

(2) Don’t use two words when one will do the job. 

(3) Select short words instead of long ones. 

(4) Do not use smaller than eight point type. 

(5) Use a distinctive signature cut. 

Thus, the newspaper reader who skims the page will 
see your headline message and the name of your store. 
Even if he is not in the market for jewelry at the mo- 
ment, he will be reminded of your establishment. 

Simple borders are considered best; wide, ornate 
borders crowd out the message and reduce the amount 
of white space that can be used. 

if you are featuring two or three items, the ad should 
not be cut off into sections. The ad is small enough as 
it is without making it appear even smaller. 

In most newspapers, small-space ads have an advan- 
tage in position. Newspapers are usually made up start- 
ing at the bottom. The larger ads are placed first and 
then th® small-space ads are worked into the remaining 
space. Readership studies have shown that the top of 
the page is the best-read part of the newspaper. Chances 
are good that your small-space ad wili get a top location 
on the page. 

You may not be as proud of your small space ads 
as you might be of a large space ad, but you can be 
proud of the way you keep your name before the public. 
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"These are musts in any flatware department 


~ ~ ~ ~ a. 


RTRSY 


in superb modern stylings 


Oneida craftsmanship is evidenced in every lustrous 
plane of these aristocratic patterns. Each detail of 
design is executed in a manner worthy of the finest 











sterling. The specially selected steel holds a patina The Mederusice 






lustre finish of enduring beauty. Chest 





Imported wood, in choice of blonde or mahogany 





The Sun Valley Chest 


Imported wood in natural 
blonde finish. Supplied with 26- 
piece service for 6, or 42-piece 
service for 8. With hollow handle 
knives, $34.75 and 
$49.75. With modeled 
handle knives, $31.75 
and $45.75. 







16-piece starter sets, in handsome gift boxes! 
With hollow handle knives, $17.95 
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finish. Supplied with 52-piece service for 8, or 
62-piece service for 12. With hollow handle 
knives, $59.75 and $69.75. With modeled handle 
knives, $55.75 and $63.75. 











*Tredemarts «4 Oneida 
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China 
Glass & 
Giftwares 


by MADELINE LOVE 





AST month, Jewetens’ Crcucan-Keysrone went 
into a great deal of detail concerning the Christmas 
seasons “Operation Cherub.” You are, we are 

sure, planning to tie in with this operation, which can 
do so much to establish more firmly the jewelry store's 
position as the community's most glamorous source of 
gifts, 

But in the promotion of the general idea and in the 
development of the theme of “a diamond for Christmas 
instead of a dishwasher”—don’t forget that, in addition 
to diamonds, you stock merchandise which is quite as 
practical as a dishwasher. In fact, you stock the dishes 
themselves—the fine china and glassware which besides 
being beautiful to look at and a treasure to own, are 
just about as practical a gift as one could give, 

We stress the usefulness of good-quality tableware 
because one of the important reasons behind “Operation 
Cherub” is the increasing force of the campaign being 
staged by other industries to acquire the Christmas-gift 
business. Hardware stores (with their do-it-yourself gim. 
mick) and electrical appliance stores are examples of the 
new and heavy competition which the jewelry stores are 
getting. These stores want a bigger slice of Christmas 
expenditures, but the only real selling point of their 
merchandise is their practical value. Good tableware has 
that quality plus beauty and glamour and with a modi- 
cum of care, a lifetime of contented possession. 





( NE of the highlights of the Southern Jewelry Show, 
held late in August in Atlanta, Ga., was the 


banquet at which Lee Ann Meriwether, then “Miss 
America,” was presented with eight place settings in 
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Spode's “Colonel in Gray” pattern in bone china and 
eight settings of the “Black Tulip” pattern in Royal 
Leerdam giass from Holland. The gifts, donated respec- 
tively by Copeland & Thompson, Inc., and A. J. Van 
Dugteren & Sons, Inc., were presented to Miss America 
by Lieut. Gov. Ernest Vandiver, of Georgia, who was one 
of a number of notable guests at the dinner. 


HE Ebeling & Reuss Co., Philadelphia import house, 

announces that in 1956 the firm will be able to offer 
the entire line of Kosta glassware from Sweden. Several 
items in the Kosta line, such as bowls, candlesticks, vases, 
and sugar and cream sets, are already being handled by 
the company and early next year, stemware will be in- 
cluded, 


a * * 


AUL A. STRAUB & CO., INC., New York import 

house, now has the exclusive distribution of the 
“Summertime” and “Old Cottage” patterns in Royal 
Winton dinnerware from Grimwade’s, England. Straub’s 
will carry both the dinnerware and a full line of acces. 
sories in the two designs. 





pink as an autumn-winter color for the dining table 


was recently promoted by a Fifth Avenue, New York, 


shop with this setting using the “Fascination” pattern in 
Franconia dinnerware from Herman C. Kupper, Ine, 
Usually combined with gray, black or pastel tones, pink 
is here shown in a much warmer color setting by the use 
of a beige tablecloth accented by chocolate brown nap- 
kins, brass candelabra and accessories. Black is intro- 
duced with an ebony salad bowl and salt-and-pepper set. 


wero has begun a 13-week sponsorship of 

the major work of the “Breakfast Symphony” ove! 
the WOXR radio station in New York. The program 
will be heard at 8:05 o'clock each weekday morning and 
9:05 o'clock on Sundays, and will be introduced with an 
institutional talk by Hensleigh C. Wedgwood, president 
of Josiah Wedgwood & Sons, Inc. Some of the retail 
stores in the listening area, which sell Wedgwood, will 


(Please turn to page 156) 
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OPERA 
(3 


1. NATIONAL ADVERTISING. Not just a page, but 
a whole section, in the December 3 issue of The 
Saturday Evening Post will emphasize and re- 
emphasize to the public the theme “Get your Christ. 
mas gifts from your Jewelry Store.” 

2. NATIONWIDE PUBLICITY. Newspapers, radio, 
and TY stations will tie in with helpful news stories 
about Jewelry Store Christmas Gifts. 

3.1IN YOUR OWN COMMUNITY. Speciai Christ. 
mas newspaper sections, prepared by the POST, 
featuring stories and pictures on Jewelry Store gift 
merchandise. These are being sent to every daily 
newspaper in the country. 


4. YOUR OWN ADVERTISING. Special newspaper 


copy, layout ideas, radio and direct-mail material, 


lhe Saturday kvening 


POST 





TION CHE 





RUB 





and illustrations of the cherub sevmbol will be avail- 
able for your own advertising, 


5. IN YOUR OWN STORE. You !! receive a plan 
book showing how to tie in with this national 
jewelry promotion. Also available: merchandising 
aids including ceramic cherub figurines for store 
and window displays, display cards, streamers, 
stickers, cherub gift cards and envelopes, 


6. TO DRAW TRAFFIC TO YOUR STORE. These 
cherubs are so good, people will want to buy them 
for Christmas decorations in their ewn homes. 
Stocks will be available for you t sell or give 
away to increase store traflhe. 


Get all the facts. Write the Jewelry Industry 
Council, 608 Fifth Avenue, New York, N. Y, 


— gets to the heart of America 



























PRN Re seine nn Cee Powe 


Though their new jewelry store is located in a small 
town, there is nothing small-townish about the modern 
lannon stone and glass front and smart interior that is 
the realization of a dream for the two Mittnacht brothers, 
Dan and Paul. 

Their store is located at the corners of Eighth and 
Buflalo Streets in the downtown section of Manitowoc, 
Wisconsin. The brothers have incorporated that fact 
into their slogan, “We're at the corner of Eighth and 
Buflalo-—the corner of service and quality.” 

Belore the two brothers banded together to build this 
jewelry store, Paul had worked for 14 years in various 
jewelry stores, attaining a strong merchandising back- 
ground while also learning watch and jewelry repairing. 
Dan had been in other lines of business, so the two 
combined their talents and decided to stick to the city 
of their birth for their own business venture. 

One unusual feature in this era of full-length, all-glass 
fronts is the fact that Dan and Paul insisted on shoulder- 
level display windows, Now people going by have all 
the jewelry right at their eye level, making it easy to 
see the displayed merchandise. 

“No squatting and stooping in front of our window,” 
the brothers say. “People can get a much closer look 
at our merchandise when the items are displayed right 
under their eyes, and not low down on a window base, 
we've found.” 
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Modernization .- - for the small town jeweler 






Located in a small town, this new 
jewelry store has in it many of 
the’ architectural features found 
in large-city stores. Shown below 
is a view of the modernistic 

exterior of the Mittnacht jewelry 
store, which is located in the 


downtown section of Manitowoc, Wis. 

























The store’s interior is just as appealing as the outside. 


The overall lighting is provided by square fixtures of 
fluorescent lights; and incandescent spotlights are aimed 
downward over all the counters to bring out the beauty 
and color of the jewelry on display there. The modern- 
istic fixtures are of blond wood and upholstered royal 
blue diamond-shaped leather padding along the base. 
This blue theme is repeated in the wallpaper along the 
south wall, where a plaid pattern serves as a backdrop 
for several all-glass wall cupboards holding silverware 
and clocks. Blue again is used on the west wall; but 


(Please turn to page 165) 
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Under G. E.’s Policy of Strictly Enforcing Fair Trade... 






BIG VOLUME FULL MARGIN = 


MORE PROFITS: 


Proof? Under the General Electric policy of strictly enforcing 
Fair Trade, more G-E Smal! Appliances are being sold than 
ever before. 

You are selling fine appliances—at exceptionally low prices, 
under the Fair Trade Laws. It’s a formula that’s paying 
you profits. 


We're going to continue our full-scale campaign against all 
price-cutters because this policy has been so successful for you 
and for us. 

Here’s what we have done to protect 
your margin of profit... 


16,820 Fair Trade Agreements have been signed with retailers 
—large and small. 





38,885 shoppings have been conducted in 44 states— wherever 
we had reason to believe that a retailer—/arge or small 
—was not observing Fair Trade prices. 


9,436 retailers—/arge and sma//—have received one or more 
registered letters concerning alleged violations. 


1,289 iegal actions have been taken in 25 states. 


Here’s what we're going to do .. . We will continue to shop 
retailers in states having Fair Trade Laws. We will investigate 
every complaint of illegal price cutting by retailers on General 
Electric Small Appliances. We will seek voluntary agreements 
to end Fair Trade violations wherever they occur. 


We will take legal action in every case where it is necevsary 
to enforce compliance with the laws. 


Fair Trade means fair profit 
Here’s what you can do to protect yourself... 





Every retailer who believes that the Fair Trade Laws can assist 
him in building a sound business can be a real help in the 
campaign by following three simple rules: 


1. Sign the voluntary Fair Trade Agreement which he receives 
from us. 


2. Observe our Fair Trade prices. 


3. Whenever he has positive evidence that a retailer is selling 


any G-E Small Appliance at less than the Fair Trade price, 
he should report it immediately to: 


Fair Trade Section 

Small Appliance Division 
General Electric Company 
Bridgeport 2, Connecticut 


Progress /s Our Most /mportant Prodvet 


GENERAL @@ ELECTRIC 


Small Appliance Division 





Manufacturers of — TOaSters - Grills - rons - Mixers - Coffee Makers - Clocks - Fans 
Vacuum Cleaners - Automatic Blankets - Heating Pads - Automatic Skillets 
Speed Kettles - Room Heaters 
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Left--In Pasco Bavarian china from Lorenz 
Hutschenreuther factory, new “Rondo” pat- 
tern in pink, gray, and pale brown, plati- 
num trim; 5-pe. setting, $13.20 retail. 
From Paul A. Straub & Co., Inc., N. Y. C. 


Right“ Millefleurs” pattern in Companion 
Crystal made to go with Franconia China's 
“Millefleurs” dinnerware; seven different 
items, each piece retailing at $1.75. 

From Herman C. Kupper, Inc., of New York. 


Left-——Just introduced—‘‘Meadow Breeze’ pat- 
tern with rim and stylized center flowers 
done in new soft blue tone finished with 
platinum lines; 5-pe. setting, $17.95 re- 


tail. By Syracuse China, Syracuse, N. Y. 


Right—-Authentic reproduction of ancient “Cup 
of Knowledge” done in Aynsley bone chine in 
pastel green with playing cards done in 

bright colors; cup and saucer, $3.70 retail. 
Sold through Bertson House, Inc., N. Y. C. 


Left-——After almost 200 years, Wedgwood has 
salad bowls in the popular Green Glaze 

the large size retailing for $10.75 each 

and the smaller size for $2 each. From 
Josiah Wedgwood & Sons. Inc.. New York. 


Right—— Darlington” is the name of this de- 
sign in Spode bone china, with peacock 
green as its dominant color; it was recently 
added to stock in complete dinnerware by 
Copeland & Thompson, Inc., of New York. 


Table top fashions .. . 
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Left—Exquisitely modeled in pure white 
china—the Madonna La Pieta. It is made 

in three sizes——91” to retail for $25; 642” 
retailing for $10; and 444”, $5. Created by 
Edward Marshall Boehm, Inc., Trenton, N. J. 


Right—New casseroles in black with turquoise 
or pink Sundial lids, set on brass frames 
with ceramic stoves-——16-0z. size retails 

at $4.95; 1-qt., $5.95; 2-qt., $6.95. Made 

by Kenwood Ceramics, of Zanesville, Ohio. 


Left--New milk glass egg plate may have many 
uses——-hors d'oeuvres, candies, centerpiece 
flower floater, with thin tapers placed in 

loops of the design; it retails at $4.50. 

By Fostoria Glass Co., Moundsville, W. Va. 


Right—Penguin figure modeled in heavy crys- 
tal is made by Whitefriars in England, 

famous for its hand-made glass since 1680: 

7” in height, it may be retailed for $18. 

From R. F. Brodegaard & Co., Inc., New York. 


Lejt—‘Silver Pine” pattern in Franciscan 
china has boughs of silver and gray with 
white enamelled cones against “Encanto Dawn” 
color: o-pe. setting retails for $19.75. 

krom Gladding, McBean & Co.. Los Angeles. 


Right—Silverplated candelabrum may be used 





in 4 ways—high or low 3-light candleholder 






or as single candlestick in two different 
heights; retail $50 a pair. Made by the 
Shefheld Silver Co. (made in U.S. A.), N. Y. 






and home accessories. 
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© Why is it that one jewelry store has a more impressive 
sales record than another operating within the same 
trade area? 

Very often the thing that brings more financial success 
to one jeweler than another is nothing more than a few 
successiul ideas that he has developed and applied to 
his sales and management methods. New thoughts trans- 
lated into action frequently spell the difference between 
success and failure of a project. 

Yet, as we all know, ideas are evasive things and are 
not to be had with the reliable continuity of water that 
flows from a city hydrant. In fact, ideas are sometimes 
harder to find than grandfather's lost spectacles. Yet, 
when all is said and done, the jeweler who has the 
ability to inject new methods in business procedure, is 
the one who stands the best chance to make the most 
money, 

Just how does one go about thinking up new things 
all the time? 

Here are some time-tested means that have brought 
good results for other jewelers who have set about to 
solve their problems through the use of new manage- 
ment and sales promotion techniques. 

First, there is no such thing as a new idea, Many years 
ago a Greek philosopher remarked that, “There is noth- 
ing new under the sun-——just new combinations,” This 
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DEVELOPING... 
business ideas 


By J. E. Angel 





There may be nothing new under the sun, but 
there are new combinations. To develop new com- 
binations the alert jeweler observes the operations 
of other jewelers and businessmen in other indus- 


tries. 








bit of wisdom holds just as true today as it did then. 
New methods that appear in the jewelry field are invaria- 
bly the combination of old ideas that have worked 
successtully at some other time in some other way. 

In fact, by considering a few examples, we soon see 
that almost every so-called modern innovation can be 
traced back to the past. For instance, it was by noting 
how the ivy vine twists and twirls that an observant per- 
son invented a woman's hair pin. The glass in your show 
cases was made possible because our primitive ancestors 
built fire on sand and thus fused silica. 

So instead of looking for new ideas, what the progres 
sive jeweler is actually looking for is a new combination 
of old ideas. By so doing he seeks ways to do a bette: 
job of management, smooth out personnel problems, and 
sell more merchandise. Nor does one have to have un 
usual talents to combine ideas, all that is required is the 
knack of keeping one’s eyes and ears open, 

Second, keep alert for the unusual ideas that are being 
used. Owners and managers of jewelry stores build up 
most of their ideas from two principal sources: (1) from 
printed matter, and (2) from personal observation, 

Consider printed matter for a moment. You are now 
reading a magazine that contains a wealth of new ideas. 
Here you will find information on gemology, traff 


(Please turn to page 163) 
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Arzberg sales often start in the kitchen. 
Proud new Arzberg owners just have to 
show off their new china. Dish counters 
in kitchens throughout the country are 
Arzberg “sales counters at home,” 
starting new customers 


on their way to you. 
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m.&. LAUFFER COoO., INC. 


230 FIFTH AVENUE, NEW YORK 1, N. ¥Y, 





COLLECTING CHARGE-OFFS 


sere by Alvin tf Stein berg VICE PRES. AMERICAN COLLECTORS ASSOC., INC. 





* Joe Green——the name is fictitious but the case is real 


was feeling pretty good, He'd just moved to Rapid 
Falls. He'd rented a nice flat, and secured a fine job with 
a local tool and die company. It was, he figured, the 
start of a new life. And why not? He was hundreds of 
miles from his old home and the persistent jewelry store 
which had been after him for his $210 balance. The 
outfit thought it was pretty smart, but Joe had showed 
them a thing or two by moving so quickly and quietly. 

He was still chuckling over his cleverness when the 
telephone rang. 

“Mr. Green? Welcome to Rapid Falls. This is the Ace 
Collection Service, Mr. Peters speaking. We hope you'll 
be very happy here in your new home and new job at 
the tool and die plant, We think you'll be even happier 
if you trot down to our office at 3:00 this afternoon and 
make arrangements to pay the bill you owe the General 
Jewelers back where you came from!” 

Joe was flabbergasted. But he knew they had him. 
And so at three o'clock he was in the Ace office to settle 
his account. 
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What had happened was simple. At about the time 
Joe was packing his bags——and the jewelry company’s 
merchandise——-his creditor was contacting their local 
collection agency. “This fellow’s showing symptoms of 
going bad, Ed,” General's credit manager said, “Will 
you see what you can do?” 

The collector found that Joe had skipped the week 
before. But through some judicious telephone calls he 
located a friend of Joe’s who told him the man had 
gone to Rapid Falls. The collector immediately for- 
warded the claim to « fellow-member of the American 
Collectors Association there, the Ace Collection Service. 
Mr. Peters got on the job and through local sources 
located Joe Green almost at once. As a result, personal 
contact was made before the debtor had even finished 
unpacking. Payment soon followed. 

Not all collections are as neatly packaged as this. 
There are times when collectors spend weeks tracing 
delinquent customers. But their work is greatly facilitated 
by their organization of 1800 agencies with offices in 

(Please turn to page 166) 


THe JEweLeRs’ CIRCULAR-KEYSTONE 



















Mors, Lash lors 
Glossy Phas oF 


To help vou sell more Milk Glass 


Fostoria Milk Glass is a fast- 
selling item these days. A little 
extra effort brings in lots of extra 
sales. We're backing you up with 
a fulleolor ad in November 
Ladies’ Home Journal. Some of 
our other merchandising aids you 
see on our “bulletin board”, Not 
shown is our beautiful lighted dis- 


play, featuring the national ad. 


Its cost to you, only $1.50, Lvery- 
thing else is without charge. Mats, 
leaflets, counter cards, radio and 
TV continuity, display sugges- 
tions, glossy photos of the best- 
selling pieces so you can make 
yvour own ads... all free. ‘To get 
them, contact your own Fostoria 
representative or write direct to 
the factory. Why not do it today? 


tated 


‘OSLONI A 


bd 


FOSTORIA GLASS COMPANY MOUNDSVILLE, WEST VIRGINIA 
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China, Glass & Giftwares 


(From page 146) 


take part in the presentation. A four-color booklet on 
Wedgwood bone china will be offered to listeners. The 
series started September 19, 


EXT spring's Chicago Gift Show will run for a 

shorter period of time than usual. The revamped 
schedule opens the show Sunday, February 5, and closes 
it Wednesday, February 15, at the LaSalle Hotel and 
the Palmer House. A “breather” will be given in mid. 
show by closing the exhibit rooms on the Saturday. The 
newly added Sunday openings give an extra opportunity 
lor smaller dealers to shop the market, and still enable 
the show to be of shorter duration, The Sunday open- 


ings will be at noon. 
oe - a 
| Hataeaaee MARSHALL BOEHM, INC., whose fine 
4 porcelain figures are sold in so many of the leading 
jewelry stores, has moved the pottery to enlarged quar- 
ters at 25 Fairfax Street, Trenton, N. J, 
* * * 
SORRY! The retail price of the Bavarian glass Martini 
* set illustrated in our September issue was incor- 
rectly given, Instead of $10.95, the set may be retailed 


for $7.95, 





PAUL A. 





STRAUB & CO.. Ine. 


Fstablished 1915 
if Kast 26th Street (Near Sth Avenue) 
Los Angeles Showroom: Brack Shops, 527 W. Seventh Street 


































SHEILA 
O'NEILL 





Miss SHEILA C, O'NEILL was recently appointed 

regional director of publicity of Gladding, McBean 
& Co., of Los Angeles, manufacturers of Franciscan china 
and earthenware, Miss O'Neill is making her headquar- 
ters at the New York showrooms. 


* * * 


ENRY CARDOZO, who has been covering the Middle 

West for the Flintridge China Co., will take over 
the East Coast sales until John A. Wright, eastern repre- 
sentative, has recovered from his recent illness. During 
this period, George P. Zeigler will take over the Middle 
West with the exception of West Virginia and Kentucky, 
which will be covered by W. L. Fullerton. A change in 
the coverage of the Western market gives Jim Belt the 
states of Washington and Oregon, permitting Frank 
McNiff to concentrate on California. 





Nationally Advertised 
Prose China 
Lay 
SPALL 


The outstanding 
china from Bavaria 


GOLDEN BELL 
PATTERN NO. 2939 
by 
TIRSCHENREUTH 


Available in 
Place Settings 
Open Stock 

94 and 64 Pe. Sets 


New York 10. N. ¥. 
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+ranciscan LC ina 


“Now, isn’t this a dainty dish to set before your customer!” It's DEL 
RIO, the pre-tested pattern that is already proving its appeal as one of 

the most popular introductions to our Franciscan fine China. The com- 
bination of the traditional floral design, the permanent raised enamel 

finish, the muted grey green border and the platinum banding give you 
new selling features “from here to breakfast!” So ... if you want to 

bring your customer the newest of the best .. . serve her DEL RIO in 


FRANCISCAN fine CHINA! 


GLADDING McBEAN & CO., LOS ANGELES 


DINNERWARE SHOWROOMS IN NEW YORK, 712 FIFTH AVENUE; CHICAGO, MEBCHANDISE MART, LOS ANGELES 
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DWARD J, COOPER has been appointed sales repre- 

4 sentative for A, H, Heisey & Co., Newark, O., in the 

states of Illinois, Wisconsin and Minnesota. Mr. Cooper 

covered a part of this territory from 1950 to 1953. An- 

other change is the addition of North and South Dakota 
to the territory of Clay D. Ragar. 


Tablewares Star in Christmas Window 


Fine tableware merchandise was featured in this dignified window 
display ot Christmas by Tilden-Thurber, noted Providence, R. |. 
jewelry store. 


Sterling Volume .. . 


(From page 142) 


The letter reads: “Your sterling gift, which we ordered 
recently, has just arrived, We know you are anxious to 
have it, so please call in immediately. 

“lt was a privilege and a pleasure to all of us here at 
Hudson's to help you with your selection, and to start 
you on the way toward your collection. Please remember 
that we are here to serve you at all times, We are 
anxious, as you are, to see that set grow, and we will be 
delighted to tell your friends about your pattern, so that 
they can add to it year after year, For your convenience 
we are enclosing a price list of the pattern you selected. 

“If you want advice, on your sterling or on any other 
merchandise we have here in the store, please let us 
know. Our staff is always at your service, and we will 
look forward to seeing you often.” 

Soon after the first letters go out, Hudson swings his 
newspaper and radio advertising into the campaign. 
Through May and June his radio drive meludes one 
full minute spol daily on each of two San Jose stations. 
Newspaper ads increase in size and frequency. 

Front windows in the store’s double entrance location 
also are brought into the promotion with strong effect. 
One full window shows at a glance that Hudson’s carries 
a large variety of sterling patterns. Special panels, made 
up at the store to show a full setting in each pattern, are 


THe Jeweiers’ CIRCULAR-KEYSTONE 
























“thank you 


Mr. Jeweler” 


@ YOU'VE SAID IT IN LETTERS 
e YOU SAID IT AT THE JEWELRY SHOW 


Thank you for your hearty and nationwide acclaim of 
our new policy of selling Barbara Bates gift kits and accessories 
only DIRECT TO THE RETAILER. 


Thanks, too, for saying it with orders! 
SALES HAVE ZOOMED TO DOUBLE. 


Thanks again for noting that we're doing our bit 
in consumer advertising to make the 
JEWELER AMERICA’S GIFT HEADQUARTERS, 


© Most » 
ie 
gift Hing 





* you Ye fve 










A few comments, typical of the many we've had: 


“Just read your announcement 
of direct sales to selected 
retailers only. Bravo!” 


“Congratulations on a move “You're helping the jewelers 
that will help you and also The jewelers will heip 
help the legitimate jeweler.” you. Keep it up.” 









“Thanks to Barbara Bates 
for plugging the jeweler as 
America’s gift headquarters.” 
“You've just gotten yourself 


a new account. We intend to 
push Barbara Bates.” 











“We need help like yours to 
fight the discounters.” 















Ads like these, This ad in 
repeatedly, in ESQUIRE 
SATURDAY MAGAZINE 
EVENING December 


POST 
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HALLCRAF T 


Ee Re me. 4 be Se Selling (a 5. 


by Eva Zeisel 
te 


“HARLEQUIN” 


A “HIT” 
PATTERN 
ON THE 
LOVELIEST 
SHAPES 

IN 
MODERN 


DINNERWARE 
Dusty Pink and Charcoal are interlaced 
with Pearl Grey scrollwork and accented 
with dots in an abstract motif of strik- 
ing beouty ... on Halleraft’s pure 
white oval shape. 


@ Send for 
Ulustrated 
literature 
& complete 
details. 

© Hollowware pieces 


make perfect Gift lteme 


MIDHURST CHINA CO. 


129 FIFTH AVENUE, NEW YORK 3, N. Y. (OR, 4-3696) 
208 W. WACKER DRIVE, ROOM 2017, CHICAGO 68 


Who was the first English bone china company to 
offer an entirely new coupe shape? Royal Doulton. 
Who was the first to design fine dinnerware in line 
with American style trends? Royal Doulton. And 
who brings you the heaviest national advertising 
program in the English china field? Royal Doulton, 
with a powerful Fall schedule in HOUSE & GARDEN, 
HOUSE BEAUTIFUL, THE NEW YORKER, BRIDE'S MAGA- 
ZINE, LIVING POR YOUNG HOMEMAKERS, AMERICAN 
HOME, and SEVENTEEN. 

News? Why, it’s the talk of the trade! 


pins Sa i 


sJRiNES 
Rtn’ Ss WARE 


DOULTON 4&2 CC. INC. 11 EAST 26th STREET. NEW YORK 10. HY, 








1 de since 1770 


THE VP FINE ENGLISH 


DINNERWARE 


Fine English Earthenware 
English Bone China COPELAND Crime 


Lowestoft Stone China 
) e ww 
Made in England by W.T. CopeLann & Sons, Lp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 


NATIONALLY ADVERTISED 


| FRANCONIA CHINA 


One of Europe's Finest. ade ry 
er Wig 


eS: 


BEAUTY 
AND 
QUALITY 
THAT 
JEWELERS 
DEMAND 


. thythm in Platinum 
ON FRANCONIA’S TRANSITIONAL SHAPE 


“BARCAROLE" 


Scrollwork and tiny blossoms in Pearl Grey and Jet Black, 
accented with fleurettes of Platinum and bands of Grey 
and finest Platinum ... on pure white translucent china. 
5-pc. Place Setting with 10!/," dinner plate: $12.70. 


(Slightly higher South & West) 


* INQUIRE 


Romance of Fine China, 


HERMAN C. KUPPER, INC. 


about our new Ullustrated 16-page booklet, “The 
" available for point-of-sale distribution. 


49-41 West 23rd St 
New York 10, N. Y. 
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Special Display for Tablewares 


Le 


=. 








¥ ple ga 
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In several of the Myron E. Freeman jewelry stores in 


and around Atlanta, Ga., a rear portion of the store 
forms a shallow semi-circle. Walter Thomas, president 
of the firm, has these portions spotlighted at night, which 
draw considerable attention from passers-by on the 
street. 

In these semi-circular areas, a central black marble 
fireplace with white mantel and brass fittings is sur- 
mounted by a large mirror. To the left and right are 
tiers of niches with white trim and light blue insets. In 
the Decatur store (see photo above), one set of niches 
features a variety of china patterns; the other shows 
pitchers, vases, bowls and figurines. 

These niches measure 14 in. x 20 in. and are 6 in. deep. 
Six niches in the center of each side are actually in two 
doors giving access to the stockroom. The curve of the 
partitions permits these doors to be hinged at the back 
edge and swing freely out of the way. 





Sterling Volume... 


(From page 158) 


displayed across the back of both front and side windows, 
from the window floor to the ceiling. Fancy pieces and 
outstanding hollowware sets also are shown in the 
window. 

Hudson Credit Jeweler turns again in the Fall to 
the girl graduates with its third letter-——this one to the 
parents. 

The letter reads: “As you know, your daughter has 
recently selected for her very own sterling 
pattern. We know you will be happy, as we are, that she 
is interested in acquiring her own set of beautiful, useful 
sterling silver. 

“We have her pattern registered, and we will be glad 
to tell her friends and your: about it, whenever they 
come in to find gifts for her. If you have not seen all 
the pieces in her pattern, why don't you drop in some 
day to see them, and let us tell you about the prices. 
Then, too, we would help you work out a plan that will 
enable your daughter to collect her sterling gradually so 
that in just a few years she will have a full valuable set 
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IMPORTANT ANNOUNCEMENT 


EBELING & REUSS CO. 
have been appointed distributors 


of the world famous 
KOSTA SWEDISH CRYSTAL 


for the United States, 


beginning January, 1956 


We have already received many requests for the 
KOSTA lines, indicating an accumulation of orders 


awaiting the arrival of the first shipments of stock. 


Of course, it will be impossible to fill this backlog 
of orders from the first shipments. Therefore, orders 
will be filled as stock becomes available, and in the 
order they are received. In view of this, it will be 


wise to anticipate your requirements. 


Prices will be those in effect at date of shipment, 
and will reflect the general advance on all Swedish 


glassware as of June 15, 1955. 


KOSTA bud vases in three sizes and assorted colors 
are now available for prompt shipment from Phila- 
delphia stock. THE STEMWARE LINES WILL BE 
AVAILABLE EARLY IN 1956. Please write us 
concerning your KOSTA requirements. 


Beginning 1956, stock will be available F.O.8. 
Pasadena, Calif., as well as Philadelphia, Pa. 


EBELING & REUSS CO 


Established 1886 
Main Office: 707 Chestnut Street, Philadelphia 6, Pa. 
Showrooms: 

NEW YORK 10, 225 Fifth Avenue 
CHICAGO 54, 1557 Merchandise Mart 
PHILADELPHIA 6, 707 Chestnut Street 
LOS ANGELES 14, 527 West 7th Street 
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and that is, as you know, a wonderful investment! 
“We also want to remind you about our selection of 
fine watches, rings, and other jewelry—all very ap- 
propriate as gifts for Christmas, So plan to visit us soon.”’ 

In addition to this campaign aimed at graduates, 
Hudson's has a general mailing to all potential customers. 
It is a special 54% x 8% inch brochure that unfolds into 
a 17 x 22 inch color broadside, showing 66 silver pat- 
terns and an invitation to join the firm’s Sterling Club. 
The terms are 33 cents weekly with no down payment 
required, 

A tarnish proof chest is given at no extra cost with 
the purchase of a service for six or more. In spite of the 
credit appeal, Hudson says about half his customers pay 
cash. 

Well organized as these campaigns are, Hudson ac- 
knowledges that success or failure rests with the sales 
staff, 

“A salesman can either sell or take orders,” he re- 
marked. “To really sell, he has to be alert. When a girl 
comes in to select her silver pattern, we ask her about 
wedding plans and at the time we plug our diamond 
wedding rings. If she comes in to buy rings, we ask 
her if she has selected her silver pattern. 

“Most important, we don’t care which salesman makes 
the sale. If one salesman can move in and help another, 
he does.” 

Hudson's store has built business on its reputation as 
the home town friendly store. All sales people belong to 
at least one civic or service club and they participate in 
community social life. 


Could This Happen at Your Store? 


Recently a woman in Texas wrote a letter to the 
editors of JeweLers’ CincuLar-KeystTone. It is pre- 
sented here in its entirety without any further comment. 

“A short time ago as I left a hotel banquet gathering, 
one of the group asked me to go shopping with her. 
She had to pick up a present for a new bride friend of 
However, she did not know where the bride had 
She decided to 


hers. 
chosen her silver and china patterns. 
visit the largest jewelry store in town. 

“A tired looking sales woman met us at the silverware 
My friend explained her problem and gave 
The clerk pulled out a 


counter, 
her the name of the bride. 
registry book. 

““No!’ she did not have a ‘start’ for silverware on 
My friend suggested that maybe it was 
‘china’ instead. The clerk jabbed her finger over her 
shoulder and said ‘china’s over there!’ We went ‘over 
there!’ No luck. 

“Somewhat discouraged, my friend said, ‘Let’s try 
Blank’s jewelry store.’ 

“Blank’s listened attentively to the object of our quest. 
‘I don’t have her name registered, but I believe I can 
find out her pattern and save you some shopping time,’ 
a salesman told us. He picked up the telephone, called 
the home of the girl, told her he had a customer who 


that person. 
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she wanted. 


“The salesman hung up and then told my friend the 
name of the pattern. The sale was made, and we were 
on our way home in ten minutes, and everyone was 


happy .. . including the bride.” 


Jeweler Highlights Watches in 
*Tennis’ Window Display 
The Davis Cup International Tennis matches and the 
United States singles championships at Forest Hills, 
Long Island, were used as the focal point of an inter- 
esting window display by Rena Jewelry, 1164 Avenue 
of the Americas, New York. 





Rena capitalized on the fact that Tissot watches are 


the ofhcial timepieces of the United States Lawn Tennis 
Association, which sponsored the recent Forest Hills 
matches. Its window, shown in the photo, features the 
sterling silver cup to be awarded to the United States 
women’s singles champion. A variety of Tissot watches 
were exhibited near the cup. On the rear wall was a 
colorful poster announcing both the Davis Cup matches 


and the U. S. championships. 


Developing Business Ideas 


(From page 152) 


building ideas, better ways to display your merchandise 
and other profit makers. On its pages too, appear ideas 
that originate from advertisers, many of which can be 
used to good advantage. 

Suppose you do not find what you are after in this 
issue, why not look through the back numbers? The 
chances are that the solution to your problem will be 
there. 

The thing is, plan to read magazines for new ideas. 
This brings problems into sharper focus and makes it 
easier to find the right answer. 

Using this same investigative technique, it is an easy 
matter to extend one’s field of observation to see what 
other jewelers are doing. Many good tips can be secured 
from their merchandising and management methods. 
That is why jewelers who take trips to other trade areas 
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Perfect for holiday selling-——-and holiday using! 

this generous-sized punch bowl set, all in 
gleaming Bavarian crystal. The footed bowl holds 
a full eight quarts and each of the twelve cups 
holds six ounces. 


14-pe. Set—Retail: $21.50 


Prompt delivery from New York stock. 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 £. 2320 ST., NEW YORK 10. N.Y, 


712 S$. Olive St. (Merch. Mart) 44 York $ 
Los Angeles, Collf. Toronto, Ont.. Canada 




















. ’ 
Cordial Set 
FROM SWEDEN 
No. 333-7 pc. crystal set - 
promotionally priced at $ 750 retail 
Write Dept. JC-10 for illustrated literature 


s. . Brodegaard & co., imc. 225 sth Ave., New York 10, 1. 
















































163 










































usually return to home base with enough new ideas to 
more than compensate for the cost in time and money 
involved in the journey. 

On a broader scale yet, it pays to keep a close watch 
of non-competing businesses to see what interesting ideas 
they develop, Many of the things that other business 
men think up can be adapted with profit to the merchan- 
dising of jewelry. These ideas might spring from any 
place, from an insurance office, from a delicatessen, from 
a service station, 


IDEAS FROM NON-COMPETITORS 


Third, combine these ideas to solve immediate prob- 
lems. Some of the things that non-competing concerns 
are doing can be adapted by a jeweler without alteration, 
but more often than not it is the combination of ideas 
that carry the real punch. For instance, a jeweler who 
was looking for a way to stimulate flatware sales re- 
ceived one morning, through the mails, a circular from 
an insurance agent centered around the theme of “home 
protection.” That evening, on his way home, he drove 
into a service station to buy some gasoline and the 
attendant asked him if he could “Filler up.” The fol- 
lowing day, he united these ideas by drafting a mailing 
piece in the shape of a hope chest upon which appeared 
the following lead, “Insure a happy home by filling your 
hope chest with our distinctive flatware.” This was then 
forwarded to a select list of girls who had graduated 


the Holy Land .. 
walked in His lifetime! 


Devotional Articles or Call OXford 5-6363 


HOLY LAND CHRISTIAN CRAFTS SOCIETY, eps. sx-10, 11 west 42nd 51. 
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-under the personal supervision of the Archbishop of Nazareth and Galilee. This entire 
project has the Apostolic Blessing of His Holiness, Pope Pius XII. 


Here are literally the only gifts of their kind in the world-— 
_ made in the Holy Land by the Church iteel{! These beau- 
> tiful, inexpensive religious and gift articles were meticu- 
lously designed and painstakingly handcrafted by the Holy 
Land Christian Crafts Society, the personal project of the 
Archbishop of Nazareth and Galilee. The purpose of this 
Society ia to create new sources of sorely needed employ- 
ment for our Christian brethren in the Hely Land. The 
Holy Father Himself has bestowed his Apostolic Blessing 
on the artisans who have fashioned these astonishingly 
lovely objects of worship among the most sacred shrines of 
. the very scenes through which Jesus 


Made of natural olive wood, the symbel of Bethlehem and 
Nazareth, and antique finished brass, the articles were 
designed by Father Milot, Art Direetor of Notre Dame de 
Paris. They are not only spiritually inspiring 
tie works of art in their own right. Each bears a certificate 
from the Archbishop of Nazareth and Galilee attesting to 
ite authenticity. Catholics everywhere will be eager to ob- 
tain these unusual religious articles when they see their 
graceful lines, life-like features and learn of their signifi- 
cant origin. Priced so low that anyone can afford them, they 
will bring more and more customers te your doors as the 
word quickly spreads around! Attractive display posters 
and Doewment of Authenticity included FREE with each 
order. Act now in time for the Chrietmas rush 
full information and price list without delay! 


Write Today for Colorful Catalog of Over 50 Beautiful 


-but authen- 
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from High School within the year. 

Or, take the case of a jeweler who was doing business 
in a modern sized store and felt the need for elbow room. 
He set out to see what other businessmen with compara- 
tively small quarters had done for better utilization of 
space. His best idea came from a small grocery store that 
was displaying choice items in a horseshoe type case. By 
combining the best of what he saw, he built some semi- 
circular fixtures to replace his straight line show cases. 
This gave him nearly twice as much display space, 
allowed one clerk to serve a customer quicker and better, 
and increased his sales during holiday and rush periods 
by as much as 28 per cent. 

Actually, it is mentally invigorating to keep looking 
over the non-competitive field for ideas that can be 
applied to the selling of jewelry. Many tough promo- 
tional and management problems can be solved by 
doing nothing more than this. 

Fourth, let the ideas germinate. During any normal 
month, a jeweler will run into ideas that look good to 
him if he only could figure out some way to find a use 
for them. The thing to do is to let them germinate. 

Ideas are like seeds, when planted in an active mind 
they biossom forth as a matter of course. The harvest 
might come when least expected. It could be while you 
are playing golf, building a bird bath in your home car- 
pentry shop, or merely sitting in a comfortable chair 
watching a favorite sports event on TV. Suddenly, an 
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New York, N.Y. 
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idea that you noted mentally some time previously 
flashes the answer to a pressing business problem across 
your mind, No one knows quite how ideas crystallize in 
this fashion, but that is the way they jell. 

Of course, ideas are not scarce. They are to be found 
everywhere. And best of all they are free—free for the 
developing. 

By following the techniques outlined above, you will 
maintain a full reservoir of new ideas all the time. These 
you can draw on when needed to help you in your man- 
agement problems. 


Cena ssaniiiaie! 


Modernization... 
(From page 148) 


beige paint is used on the north wall to give that section 
the appearance of a different department. Along this 
wall, at the base, are three rows of glass shelves which 
display crystal and fine giftwares. These shelves are 
adjustable, so that gifts of all sizes can be displayed 
there at any necessary height. 

“We devote two floor counters to fine costume jewelry, 
too, as traffic pullers,” stated Dan Mittnacht. “We realize 
that more women will sooner come into a fine store for 
a piece of inexpensive jewelry than might come in for 
expensive items. But if they purchase a bracelet or a 
pair of earrings for a few dollars, they are bound to 
see our display of precious jewelry or silverware, and 
will remember to come back to us when they will be in 
need of higher-priced articles.” 





Paul Mittnacht (right) discusses item with brother Don. 


Newspaper ads and radio plugs carry the bulk of their 
advertising, with direct mail going out before holiday 
and gift-giving seasons. They use 60-second spot an- 
nouncements on the city’s leading radio station to boost 
their store’s name. 

“We are continuously stressing our service and 
repair work first in order to build store traffic. And 
that, of course, in itself will help build store sales,” the 


Mittnacht brothers added. 
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Profits-wise stores 
push the products advertised in 


House Beautiful! 


(Read how to keep more money 
rolling your way.) 


Editorial leadership: For years House Beautiful's color- 
ful table settings have set the pace in smart use of china, 
glassware and silver. 


Advertising linage leadership: For the past 10 years, 
House Beautiful has led all national consumer magazines 
in total China, Glass & Silver advertising linage! 


Carefully selected market: 83% of House Beautiful sub- 
scribers own their homes. Their median income is $10,000. 
What they buy influences others. And, our projected total 
circulation is the highest in our 58 year history. 


MR. RETAILER! 
Here's how House Beautiful helps you sell... 





¢ Pre-sells your best prospects. 


+ Offers attractive counter cards to identify your 
store with the products advertised in House Beautiful 
Magazine . .. absolutely FREE. 

+ Offers you “What's Ahead in House Beautiful,” 
an advance monthly pre-merchandising package con- 
taining editorial and advertising phrases plus brief 
product descriptions and selling information. 


MR. ADVERTISER! 

House Beautiful offers you one of the most complete pack- 
ages of merchandising aids available, (from simple post 
cards to elaborate brochures). Complete digest on request. 
If you are not already giving your retailers (and your 
product) the extra sales impetus of House Beautirur 
advertising, see your House BEAUTIFUL representative now, 


P.S. More retailers are subscribing to House Beautiful than ever before! 


House Beautiful 


572 MADISON AVENUE, NEW YORK 22, N. Y. + Plaza 1-2100 
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Collecting Charge-Offs 


(From page 154) 


the United States, Canada, Hawaii, Philippines, Alaska, 
Mexico, Puerto Rico and elsewhere. They work co- 
operatively, So if the ABC Collectors in San Francisco 
have a claim against a man who jumps their jurisdiction 
and goes to Wichita, Kansas, ABC picks a fellow-agent 
there from the Association’s directory, He then forwards 
the debt, along with all information that will help the 
Wichita man collect, As payments are received, Wichita 
sends them to San Francisco, and the agency there remits 


the proceeds to its client, 


CAUSES FOR NON-PAYMENT 


Things are constantly happening to people. And people 
buy jewelry, When it develops they can’t pay for it, the 
cause may be one of the following: mismanagement of 
income, unexpected expenses, unexpected babies, illness, 
temporary unemployment, involvement with other credi- 
tors. The credit criminal—a deadbeat who deiiberately 
employs illegal tactics to obtain goods under false pre- 
tenses-—is very much in the minority, He can be trouble- 
some and costly, but the old axiom holds that nearly 
everyone is honest, Nearly everyone wants to pay his 
bills, But not everyone is willing to make a strong and 
sincere effort to do so, They sometimes need a bit of 
nudging. And that’s how the credit problem arises. 


= 





There is no golden road to the collection of jewelry 
accounts, It takes a lot more, sometimes, than the mail- 
ing of a monthly statement. Credit managers must some- 
times telephone, write letters, make personal calls. The 
time soon comes when it is no longer profitable to do 80, 
and the claim becomes a charge-off. To keep such losses 
to a minimum, the following steps are suggested: 

(1) Open each account with the most information 
obtainable, The average jewelry credit man is pretty 
good about this, most collectors agree. However, some 
fail to get all the necessary data about the customer's 
business address, banking connections, correct spelling 
of name, names of immediate family, references and 
relatives. Occupation, income, and approximate worth 
are valuable bits of information. All this is helpful if 
debtor skips; it is also valuable in determining the 
course of collection action, and evaluating possible ex- 
cuses for non-payment. 

(2) Investigate “slow-pays” promptly. Like any physi- 
cal illness, an account that’s going bad usually shows 
symptoms beforehand. Missed payments is one major 
symptom, as clear an indication as a fever. The jeweler 
should learn at once if the customer’s excuse is real, or 
if there is some other reason, such as domestic trouble, 
attachments, and so on, for his delay. 

(3) Don't let them “age.” The longer a claim drags, 
the less chance of collecting. The point is soon reached 
where it costs more than 100¢ in time, work and over- 


— 
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This Attractive and Distinctive Silverplated Hollowware 
Displayed in your window will stimulate Store Traffic 


KEYSTONE 


153C Panch Bowl! 136.50 


154C Panch Cup 15.65 ea, 
155 Tray 52.50 
156 Ladle 14.75 
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Also obtainable thru most major 
distributors including: 


A. COHEN & SONS 
N. Y. City; Atlanta, Ga.; Los 
Angeles, Cal. 


L. LURIA & SON 
N. Y. City; Miami, Fla. 


UNITED STATES SILVER CO. 
N. Y. City; Miami, Fla. 


INIVERSAL SILVER CO. 
N. Y. City 


S. P. SKINNER CO. 
N. Y¥. City 


This magnificently Hand Chased Punch Bowl with matching cups, tray and ladle 
exemplifies Beauty in Silver. 
Punch Bowl Capacity 154% qts.—-24 Kt. Gold lined cups—Tray diam, 21” (on legs). 
All Borders Hand Applied—Heavily Siiverplated on Copper. 


SHOWROOM 
366 Sth Ave. 
New York |, N. Y. 


Birmingham Silver, Inc. 


FACTORY & OFFICES 
1000 Grand St. 
Brooklyn 11, N. Y. 
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head to collect each dollar. The U. 5. Department of 
Commerce has compiled figures to show that the average 
retail claim is only 67 per cent collectable after six 
months. After a year, only 45 out of every 100 de- 
linquent dollars can be coaxed home. So, if a customer 
does net respond or make a payment in the critical 
30-60-day period, it is good policy to take immediate 
steps for investigation and check-up either through the 
creditor's own organization, or through its selected col- 


lection agency. 


CHOOSING A COLLECTION AGENCY 


Recently a jeweler in Sacramento, California, ap- 
proached a member of the American Collectors Associa- 
tion with some questions. “I have a group of claims that 
is costing me too much to collect,” he said. “I'd like 
to turn them over to a collection agency. How do | 
pick a good one?” 

“The same as you do your doctor, lawyer, or banker,” 
was the reply. “Inquire among your business acquaint- 
ances and ask who they deal with, how they like the 
company, and why. Go and visit the agency's office and 
see what kind of ‘first impression’ it makes. Remember, 
your old customers will be paying their bills there, and 
you still want them to think well of you and your 
representative. 

“Have a talk with the managing director of the agency 
or his sales representative. They'll be glad to tell you 


—~— 
oe 





some of the clients they serve. Study their rate card 
and question any charges that you don't understand, 
Find out if they're bonded. And if they are members 
of a nationally-recognized organization, such as Ameri- 
can Collectors Association. Such membership indicates 
reliability and ethical conduct, as well as a substantial 
bond, 

“Be wary of any collection agency offering ‘bargain 
rates.” A recent study, made by the State of California's 
collection superintendent, indicates that it costs the 
agency an average of $32 for every $100 it collects. 
Obviously, it must charge a little better than 32 per cent 
to come out even, So anyone who tells you he'll only 
charge 25 per cent or 15 per cent or even 10 per cent 
on regular retail accounts will either go broke in a 
hurry, or has a ‘gimmick’ in his contract.” 

A jeweler in Chicago asked, “Suppose | turn over a 
group of ordinary retail accounts and contracts, totaling 
about $10,000, to a collection agency. Just how much 
of the amount charged off can he collect for me?” 

That depends. Many factors are involved, First, what 
is the age of the accounts? The fresher they are, the 
bigger the percentage of recovery. Second, are they 
local or out-of-city accounts? They may have to be 
forwarded to an affiliated office elsewhere. And that 
brings up a third factor. Some states have laws favor- 
ing creditors. The mere existence of laws permitting 
suit and attachment, with reasonable safeguards for both 
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Metals of Guaranteed Purity 


PLATINUM ° 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 
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Platinum—Metals 


Your Ol Gold Shipments 


Special Attention 
Kastenhuber & Lehrfeld, Inc. 


Tel. JU 2-2320 
Ket. 1895 te 


PALLADIUM 


WILL RECEIVE 


New York 36, N. Y. 
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sides is a good condition, There are, however, some 
states where creditors or their collection representatives 
are hampered by over-liberal exemption laws and other 
legal blocks. Debtors are usually aware of these, and 
collection is much more difficult. Consequently, the per- 
centage of recovery in such states will not be high. 

Again, the jeweler who sells on a conservative credit 
policy will realize fewer charge-offs and a higher per- 
centage of returns than one who grants credit liberally. 
Employment conditions have a big influence, and the 
average income of an area, which may vary from $2,000 
a year per family to $4,000 is also important. 


CONTINGENT FEE BASIS 


Practically all collection agencies operate on a con- 
tingent fee basis, and it is therefore to their own inter- 
ests to collect as favorable a percentage as possible. 

The best estimate of the amount of charge-offs re- 
claimed by collectors each year is about $250,000,000. 
Somewhat more than half this total amount is due to 
eflorts of 1800 members of the American Collectors Asso- 
ciation. These members write 50 thousand letters every 
working day, an equal number of telephone calls are 
made, and they contact, in the aggregate, about 10 mil- 
lion people a year, 

Professional collectors are essentially “credit police- 
men” who “patrol” the nation’s $27 billion outstanding 
retail debt-load. 





Nor do they follow the old “billy-club” approach. 
They have developed a new approach to their job. No 
longer do they drive up to a debtor's house in a buggy 
painted with BILL COLLECTOR in big red letters on 
the side, “These methods,” says Glenn B. Sanberg, execu- 
tive secretary of the American Collectors Association, 
“are just too expensive. Today we get better results by 
an appeal to the basic honesty and pride in a person. 
The debtor coming into the office is greeted pleasantly, 
talked to intelligently, and the reason for his delinquency 
established. From there on it’s usually a question of 
working out settlement terms. The debtor is helped to 
re-establish his credit, and good-will is saved for the 
creditor. Modern methods, based on sound sociological 
principles, are proving very efficient in helping most 
creditors to collect their charge-offs.” 


Advantages of a Diamond Booth 


The recently installed diamond booth in Clime’s 
Jewelry, Seattle, Wash., has proved to be sales-produc- 
tive. Within the first few months after installation, sales 
of rings and diamonds increased some 20 per cent, an 
increase which owner Bob Clime attributes specifically 
to the new booth installation. 

“People like a diamond booth where they can talk 
in privacy yet not feel they are closeted in a small room 
with the salesman,” says Bob Clime. “We placed our 
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booth right in the sales room with no partitioning off, 
yet located so the customer is facing the rear of the 
store and will not be jostled by other customers. It 
also takes up a minimum of space in our small store, 
which measures only 13 x 30 feet in the sales room. 


“A principal advantage of having a place where cus- 
tomers can sit down is that it enables the salesman to 
establish friendly relations with them. I figure that the 
moment a customer sits down, the sale is already 35 to 
40 per cent concluded. It is likewise much easier to 
sell the customer up, since she is relaxed and willing to 
examine closely the merits of the better merchandise.” 





The booth has a glass top table with rings and mount- 
ings displayed beneath. Additional stock is kept in 
trays in drawers on the salesman’s side of the table. 
The upholstered bench seats two people. Another spe- 
cial feature is the wall-mounted goose neck lamp with 
a daylight type of bulb. 


Other items can also be sold successfully in the 
booth, Clime reports. In fact, any item can be sold 
in the booth that is expensive enough to warrant care- 
ful consideration on the part of the customer and a 
proper sales pitch. 


The cost of the booth was $170. 


New Address for JC-K 


The executive, editorial, circulation, and production 
ofices of Tue Jewe ters’ CircuLar-KeysTone moved to 
the Chilton Company's main office and printing plant, 
located at Chestnut and 56th Sts., Philadelphia 39, 
Pennsylvania, on September 22nd, Henceforth, all cor- 
respondence with these departments should be sent to 
this address. 

The New York Advertising sales office (including 
classified) will remain at the present location, 100 East 
42nd Street, New York 17, N. Y., but cuts and en. 
gravings will be sent directly to the Philadelphia address, 


The move is part of a larger consolidation plan in 
which editorial, circulation, and production operations 
of all Chilton publications are to be centralized in the 
new Chilton building in Philadelphia. 
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MAKE BOSCA THE BUY 





Write for Bosca’s 
42nd Anniversary 
feature specials! 


HUGO BOSCA CO., Ine. 


Springfield, Ohio 
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Stailess Steel Glades 


by “Woerthampton 


For New Goods or Repairs 


A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silveremiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftemanship since 1871, North- 
ampton offers a wide variety of specialt items 
in addition to a complete line of tableware. 


Prices and illustrations gladly furnished. 





NORTHAMPTON CUTLERY COMPANY ¢« 


MORTHAMPTONM @ MASS = ESTABLISHED 1871 














Eyeglass 
case $3.50 


Merrtolid 
$7.50 


Cigarette 
case $3.50 


luxurious all-over gold 
decoration on lustrous 
Florentine leather. Assorted colors. 


“four reo” F, O. MERZ & CO 
ORDER FROM - - . 
104.106 N, 6380 ST. © PHILADELPHIA 39, PA. 


See ovr complete line at the Gilt Shows. Also 
at our permanent displays in New York, Boston, 
Philadelphia, Corel Gebles, Kansas City, ond 
Chicago. 


PEAS, 
ANYONE”? 


¢ There are many potential pitfalls on the road to the 
satisfactorily completed sale. An unusual one came to light 
recently when a lady entered Johnson's Jewelers, Raleigh, 
N. C., and bought a set of sterling flatware, which included 
serrated steel knife blades. 

A few days later the woman returned to the store and 
plonked the silver on the counter telling the owner, L. A. 
Johnson, that she couldn't use it. Johnson surrendered his 
feeling of disappointment to his desire for customer good 
will and wrote out a refund check. As he handed it to 
her he asked her why she was unable to use the silver. 
The woman replied, “The knives cut my husband's mouth.” 
Johnson handed over the check and refrained from further 
comment, 


Write us a note about your unusual business experi- 
ence (literary style is unimportant). §5 will be paid 
for each story published. Address JC-K Editorial 
Dept., Chestnut & 56th Sts., Philadelphia 39, Pa, No manu- 
scripte returned; all become property of JC-K. Jewel- 
er’s name and town will be used in story unless 
request is made to omit it. 


Alabama Jeweler’s Civic Spirit 
Earns Townspeople’s Respect 


Phil Gabriel, owner of Gabriel's, Inc., 22 North Royal 
Mobile, Alabama, has earned the respect of his 
fellow businessmen and townspeople alike by his willing- 
ness to cooperate with all worthy events, both local and 
national. 

An example of his cooperation was the recent open 
house staged by Brookley Air Force Base on Armed 
Forces Day. Mr. Gabriel locked up his store and posted 
“Armed Forces Day. 
We've gone to Brookley Air Force Base. Why don’t 
you “ie 


a sign on his front door reading, 


Alabama jeweler later received a letter of thanks 
from the Commandant of the air base. His conduct also 
prompted numerous retailers to promise that they would 
follow suit in similar events in the future. 
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Novel Teen-Age Promotion Boosts 
Watch Repair Profits 


A unique and highly effective method of building 
watch repair volume among teen-agers has increased 
watch repair profit by more than 25 per cent at Cunning- 
ham’s Jewelry, 4918 E. Colfax at Elm, Denver, Colorado. 

Ralph Cunningham, head of the store, sponsors an 
evening radio program, “Dancing at the Rainbow,’ five 
nights a week over the local station, which presents a 
popular young orchestra leader, Bobby Beers, who has 
achieved a Sinatra-like popularity with Denver bobby 
soxers. Beers, often featured on local television, is the 
number one attraction with younger dancing fans in the 
area, says Mr. Cunningham. 

Noting the appreciation which the nightly radio broad- 
cast was developing, jeweler Cunningham decided to go 
one step further and aim it at a specific field in his 
store—watch repairs. This department, which had shown 
a considerable drop during early 1955, was in need of 
stimulation. Consequently, Cunningham's developed a 
promotion which hinged on the popularity of Bobby 


Beers. 


TICKETS AUTOGRAPHED 


First, Mr. Cunningham made up a box in which were 
placed 500 standard claim check tickets used for identi. 
fication of watches being repaired. These were sent to 
Bobby Beers, with the request that he autograph the back 
of every tenth ticket. On their return, the tickets were 
shaken up in the box and it was placed atop the watch- 
maker’s desk where each watch repair customer could 
draw his own check. 

At the same time, the Denver jeweler contracted for 
two radio spots per day on a station which provided 
day-long disk jockey programs which are much in favor 
with the teen-age set. During Cunningham's commer. 
cials, Denverites were urged to bring their watches in 
for repairs—with the opportunity of receiving a free 
repair job if they drew a claim check which had been 
autographed by Bobby Beers. 

The results were excellent, far exceeding his expecta- 
tions, says Mr. Cunningham. “We began attracting 
students from high schools throughout the city,” he 
reports. “Many of them had never shopped in our sec- 
tion of the city before.” Their response was due to both 
their appreciation of Bobby Beers and our offer of a 


free repair job. 


PROGRAM TO BE CONTINUED 


“Our repair volume increased 10) per cent the first 
month, 15 per cent the second and then stabilized at 
about 25 per cent——which is considerably above the 
1954 figure,” he states. 

Jeweler Cunningham plans to continue the program 
as long as it proves effective. “We are making a lot of 
additional sales to these youngsters,” says Mr. Cunning- 
ham. “In addition, we are building up our list of future 
brides for our flatware, china and glass promotions.” 
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Monarch mechanical 
price-marking 


builds confidence 


There's no need for customers to wonder of 
for sales people to guess—when every item 
in the store is clearly price-marked, the 
Menarch wey. Menarch mechanical price- 
marking sells because it impresses and in- 
forms. its neatness instilis confidence in the 
price-marked merchandise. 

The Monarch Junior price-marking machine 
handles many sizes and styles of tickets, tags 
and labels, including Sense labels that stick 
securely to curved or flet surfaces withevt 
moistening. From this wide variety yew can 
select the kinds most wsiteble for your mer- 
chandise. With Menarch price-marking, there 
is no lenger any herd-to-mark stock, 

We'd like to tell you mere about the 
Monarch Junior and what it con de fer vour 
store. May we send the folder and sample 
tickets? Ne obligation, of course, 





sroet name 


C48 57 
25¢ 









Monarch Junior price-marking 
machine $77.50° F.0.8. factory 
"Price quoted is tor the U.S. end pes 


sessions. Stete ond City Tes, when 
epolicable, extre 


FILL OUT, CLIP AND MAIL== 
the MONARCH Marking System Company 


216 South Torrence Street, Dayton 3, Ohio 
YES, please send vs, without obligetion: (| Iiivsteeted folder on Monarch Junior 
price-marking machine |) Samples of Monarch tickets, tags ond lebels 
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NEW 81" long. Retail, tax inc. $§9-°° 
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A personalized lifetime remembrance 


STERLING CIGARETTE BOX 


Never-to-be-forgotten gift for the groom, the president of 
your club, the retiring executive, the tournament winner 
~and for a thousand other appreciations and occasions. 


IN 5 SIZES 


#i—4” tong, 344" wide, 1%" high $29.50 
(2-64 long, 94" wide, 1%" high $42.00 All prices 
#3~—4" tong, 3%" wide, 2%" high $386.50 retail and 
(46% long, 344" wide, 2%" high $62.50 include tax 
45-86%" long, 34%" wide, 12" high $69.00 


Newspaper mat of this advertisement is available. Your 
newspaper will add store signature and facsimile engrav- 
aa aos to copy above. Use it to bring profitable gift 
business to your store. We can provide engraving service. 


Write for catalog of complete Smith & Smith line. 








NORTH ATTLEBORO, 


smith & smite wassacnuserss 
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ART MONOGRAMS 


and LETTERING 
BY 
J. M. BERGLING 
18th Edition Paper Covered 


$2.50 POSTPAID 
REMITTANCE WITH ORDER 
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QUALITY MARKERS 

STRINGo#¢ RIBBON TAGS 


MADE OF METAL. FOIL.OR PAPER 


ATTLEBORO PRINTING & EMBOSSING CO. 
56 UNION ST., ATTLEBORO, MASS. 
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Free Gift Wrapping Plan Increases 
Denver Store’s Gift Sales 


A simple bit of psychology in window display opera- 
tion has substantially increased gift sales at Mayer Credit 
Jewelry, 507 16th St., Denver, Colorado, according to 
veteran Denver jeweler Louis Hellerstein of the firm. 

One of the oldest jewelry stores in the city, which has 
occupied the same location for more than a quarter of a 
century, the firm has used the idea of suspended gift 
packages in each window display to lend emphasis to its 
free gift wrapping service. No matter what items are 
shown in the store’s display windows there is always a 
handsomely-wrapped gift package suspended above with 
a sign reading, “Free Gift Wrapping.” 


GIFT SALES UNSATISFACTORY 


“It’s the little things which count in building volume 
nowadays,” says Mr. Hellerstein. “At the beginning of 
1955, we felt that we were not accomplishing the amount 
of gift sales which our busy downtown shopping district 
should provide. While our volume was satisfactory, it 
was evident through conversation with customers and a 
check of sales figures that far fewer customers were com- 
ing in to buy gifts for others than were merely shopping 
for themselves.” 

Realizing that something was needed to point up the 
fact that Mayer Jewelry carried a complete gift depart- 
ment along with its diamond, watch, ring, costume 
jewelry and photographic lines, Mr. Hellerstein hit upon 
the idea of using the dummy gift packages in all the 


windows. 


GIFT WRAPPING ‘SURVEY’ 


In taking a “survey” of gift wrapping procedures in 
nearby retail stores, the Denver jeweler learned that 
nearly every type store charged the customer for its 
gift wrapping, even though the amount might be as 
little as 25¢. Considering his own experience, Mr. 
Hellerstein recognized that most people do not enjoy 
paying the extra charge——even though the wrapping adds 
to the effectiveness of their gift. He believed that offer- 
ing free gift wrapping would carry a considerable 
amount of weight with customers. 

Since the idea was introduced, customer response has 
proved Mr. Hellerstein’s plan was a good one. The store 
not only offers free wrapping, but a large variety of 
attractive papers and trimming materials. Customers are 
thus able to choose the material to be used for wrapping 
their gift. This has meant an additional boost for the 
firm, according to Mr. Hellerstein. The idea, though 
simple in principle, has resulted in a steady growth of 
sales and has brought in a much healthier number of 
gift purchasers than were previously attracted to the 
Mayer store. 
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‘Before And After’ Window Displays 


Promote Hollowware Sales 


Devoting regular window display space to silver plat- 
ing service has proven extremely valuable at Hess & Cul- 
bertson Jewelry Co., Inc., 826 Olive St., St. Louis, Mis- 
souri, because of the direct profits it has provided and 
because it has brought many new hollowware prospects 
to the store. 

An investigation by the firm showed that many people 
either discarded or stored their hollowware which had 
become badly tarnished or worn. Hess & Culbertson 
found that most of them were totally unaware that it 
was possible to restore a bright finish by the electrolytic 


silver plating process. 


NEW HOLLOWWARE PROSPECTS 


“Almost any family of better than average income 
has a few such pieces,” says Clarence Henry of the 
management. “Moreover, such customers are quite likely 
to be prospects for additional, new hollowware to round 
out a set, as gifts or for other purposes, once their 
interest has been captured.” 

Typical of the window displays which the St. Louis 
jewelry store has used effectively to promote its silver 
plating service is the exhibit of “before and after” 
examples of similar teapots. A suspended glass plate 
hung on two white satin ribbons at the top of the window 
contrasts effectively with its black velvet background. 
Pyramid stands on either side display a replated sugar 
bowl, a cream pitcher and a punch bowl, with a sign 
reading “After Silverplating.” On the right are two 


pieces—-a teapot and a creamer—-which are badly tar- 
nished and worn, with a sign reading “Before Silver- 
plating.” Other examples scattered around the window 


include trays, ash trays and pieces of flatware. 


INTERESTED VISITORS 


Invariably, the window display can be counted on to 
bring in from 5 to 10 interested visitors a day, all of 
whom are thinking in terms of hollowware stored away 
in closets or boxes at home, says Mr. Henry. When the 
firm points out that it requires only 10 days or so to 
refinish the pieces like new, the customer is usually 
highly interested and expresses her desire to bring in 
her service for treatment. 

Every customer, while being informed about the 
silver plating process, is “taken on tour” of the firm’s 
large sterling and plated hollowware department at the 
rear of the store. Here, matching patterns of new hollow- 
ware are brought out with the suggestion that the cus- 
tomer may wish to add to her hollowware from time to 
time. Through this means the Hess & Culbertson firm 
has brought an important amount of trafhic into its 
hollowware department, with the result being a high 
rating in the store’s yearly gross sales. 
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cellulosic base 
lacquers and enamels 







for ropes and 







other jewelry 







* Dipping Lacquers — 
CLEARS — a wide selection 
COLORS — to match your 


somples 


PEARL — for gloss or ground or 
molded acetate beads. Specifically designed for use 
over soft-flow acetate and will not soften due to 
plasticiser migration 























e Spraying Lacquers — 
CLEARS — for all kinds of metal jewelry 
COLORS — to match any sample 
PEARL — same as for dipping enamels 


e Baking Enamels — 
CLEARS and COLORS — for all types of metal 


We have had over 30 years’ experience in 
formulating lacquer for the jewelry trade 
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Jewelers’ Cireularkeywone Directory of Trade Associations 


NATIONAL 


Names given in each case are those of president and secretary. 


American Gem Geriety-<leorge 1. Sioan. 26 Bast Fourth len, Ole (Also 
Internationa! Committee Cheirman;): Alfred L. Weedill, Ry Dir,, 2142 Wil- 
shire Hhivd., Loe Angeles, Calif 

Amertean National Retail jewelers Association Cvcar Kind Jr., 1842 Chestnut @., 
‘. Pa.: Charlies M. lease, Paee. V. FP. 551 Fifth Ave., New York, 


American Gtene tmperters Association, ine.-Cheorge &. Heller, 7 West 46th M., 
New Yoru, SN. Y.: Léoed ¥. Lasener, 10 Weet 47th M., New York, N, ¥ 
American Wateh Association. Samuel W. Anderson, Washington, D C.: : Williem Hi 
Pou, Buee. Beey., 90 roadway, New York, N. Y 

American Watch Manufacturers Association —Arthur B Sinkler, Hamilton Wats h Co, 
Lancaster, Va.: Paul Mickey, View President, 11060 Bhereham Building, Wash 
ington, D.C 

Assotiate jewelers, tae. Philip @kalet, 62 Weet 47th Mt... New York, N. Y¥.; Tobias 
NM. Herger, Baec. Dir, 277 Broadway, New York, N. Y 

Grotherheed of Traveling jewelers John W. Colgan, 82 Fulton @t., New York, N. ¥.; 
Archer L. Chapin, 14 Park Head, Maplewood, N. J 

Canedian jewelers Association Pred EB. Heisham, Maurice J. Walsh, 1A4., Victory 
Hutliding, Toronte; Norman J. Leach, Federal Building, 85 Richmond &., W 
Toronte 

Cieck Manutacturers Association of America-——Joseph Ingraham, 994 N. Main M., 
ivristel, Conn.; George &. Btearne, Jr., 715 Church Mt., New Haven, Conn 

Cestume sguery Trade Association—Prnest &. Heller, 411 Vitth Ave., New York, 
N Lowie Kruseman, 16 Mast 40th @t.. New York, N. ¥ 

Diamond anveet of Ameriee-Tl. A. Goldberg, 9727 1 aaa m., Portsmouth 
Melvin Rudolph, 541 &. Clinten &., Byrracuse, N 

Diamond Manufacturers & tmopeorters feseotaticn of aaaeei Wallace W. Harwood 
i West Seth @., New York, N. Y¥.; Ethel M. Friedman, Wace. Bery., 342 
Madieon Ave New York y 

Educational jewelry Manufacturers Asscciation.laul G. Morris, FP. 0. Box 1207 
licuseten, Tezas: Arthur W. Baldwin, 1407 N, Capital Ave., Indianapolis Ind 

Vountele Pen end Mechanical Peneil Menstenarwe Association Robert N. Wood, 
Tie Meterbrak Pen Co Camden, N | Prenk L. King, Puee. VY. P., 1426 
{. wt N. W Washington, D ; 

Gemelegion| tnetitute of American Jerome B. Wise (Chairman of the Board of Gover 
ners), 665 road #1... Newark, N. J.; Riehard T. LAddieoat, Jr., Baec. Dir 
11940 Ban Vieente ied... Los Angeles, Calif 

Gem Trade Laberatery (Now part of the Gem Trade maper tery of the Gemological 
Institute of Americn, 5 Bast 47th New York, N. Y¥ 

Horele oer institute of America—licward &. Behrantz, 840 Stendera Buliding, Cleve 

and. Obie: Arthur F. Heck. Exec. Becy., 2026 Laurel Court, Palle Chureh, Va 

jewelers Geaerd of Trade--Lester @ Wall, 244 Broad @t., Nerth Attleboro, Muss.: 
Vincent FF. Chapman, 413 Turks Head fMutiding, Providence, it. I 

New York: Richard 


Va.: 


jewelers Geeurlty Aliianee-—Walter Bitetbach, 2 Weet 47th Mt., 
C. Murohy, Buee. Beey.. 535 Fifth Ave, New York 


Jewelers Vigitanee Committee 1). i. Niemever, 82 Fulton @t.. New York, N. ¥.; 
I’. trving Grinberg, Maee. Pers 15 Weet 45th @t.. New York, N. ¥ 
jewelry Crafts Acsociation~leadore Gratz, 42 Weet 48th &., New York, N. Y¥.; Henry 
Boerting, 20 Weet 47th @., New York, N. ¥ 
jewelry tadustry Couneil~iIrving NS. Chayken, Chairman, 5142 Hohman Ave., Ham- 
mond. ind.: Albert B. tHaease, President. 608 Fifth Ave, New York, N. ¥ 
Machine Chain Manufacturers Association Albert FF. Wiesner, Jr., 150 Willard Ave., 
Vrovidence, it Hans BRemberg, 70 Bhip &., Providence, BK. I 
Manutacturing jewelers Gales Association joseph Lavan, 50 Aleppo ®t, Providence, 
nh. 1: Charles ©. Bulkley, Pace, Becy., Sheraton-Biltmore Hotel, Providence, 
i 
Metal Findings Manutacturers Acsociation.mugene Healy, 97 Dunham @t., Attleboro, 
Maees.; Henjamin Cate, 901 Friendship Ft., ome 
National Asscsiation of Horelegical Schoote—Arthur T. Johnson, road & Somerset 
Ris., Philedelpiie, Pa.: Orville BR. Hagens, 19001 BE. Colfax Ave.. Denver, Cole 
National Assosiation of Wateh and Olosk Cotlectors A. G. Avery, 719 Lineoin Ave., 
Amberst, Mase.; Marl T. Strickler, Box 38, 935 North 3rd t., Columbia, Pa 
National Gilt end Art /.secciation~Ralph Gunechel, Rox 93, Upper Montclair, N. 2; 
Wiltlitem FB. Litiie, 220 Fifth Ave., New York ye 
watoney jewelers Association Seymour Greenherg 862 Routh Broadway Yonkers, 
Y.: William Weaener, Puee. Beey., 545 Fifth Ave, New York Y 
ania Whelesale jewelers Association Milton EB. Preadenheim, 170 Broadway, 
New York, N. ¥.: Thomas F. Ferniey, Ir, Meee Beey., 1900 Arch ., Phila- 
deiphia, Pa 
New Epptens Manutacturing Jewelers & Gilweremiths Association Howard Hl Sweet, 
Dunhem @t.. Attleboro, Mase : George BR. Vrankovich, Buee, Secy., Bheraton- 
Hiltmere Hotel, Providence. Kh. I 
Prlatimpmenrine Association of New York——Jac) Mehriust, 6 Wort 18th &., New 
ork ¥.: George F. Hreeht, 17 Weet 45th Mt, Now Yo y 
Stenting on Mal’! h Guild ef America Donald W. Leach, 940 le Bol a. Wal 
ingtford, Comn.; John PF. Ambrose, Puce. V. P., 551 Pifth Ave., New York, N. ¥ 


United Heretegical Acsociation of America Norman D. Luth, 7014 Bevilie, Huntington 
Park, Calif.: Orville Bh. Megane, Meee. Sery., 1901 B. Colfax Ave.. Denver, Calo. 


Carte Statee Stone and Gead importers Association--Saul BR. Siegel, 15 Weet 37th 
New York, N. Y¥.: Ben Hienk, Meee. Beey.. 171 Madison Ave.. New York, 
| 


Watch Material Distributors Association of America--Fdward L. Hindman, 424 
Hivroadway, Los Angeles Callf.: Stanley G. House, Buee. Dir, 1614 KR Mt... N. W., 


Washington, D. C 
STATE 


Namen given tn each case are those of preaident and secretary 


Alabama fletail jewelers Asseciation.James HW. Pitts, Alexander City; Mre. Loulee 
lhurton, Alesander (its 

Arizona fletall jewelers Association Newton Roseneweig, 95 N. let Ave.. Phoents 
Deen Hicherds. 198 WN. iat Bt.. Phoents 

Arkhaneat Retail jewelers Asscciation.liarcld Stenley, 207 Main @t.. Littl Rock: 
lienry Rainwater, Walnut Hidge 

California, Heretegicn! Association of--Leonard Willoughby, 494 N. Brand Bivd.. 
(iesdaie; Norman 1D. Lath. 107 N. Lone Reach Bivd.. Campton 

California Retaii jewelers Association.Vernen Jolley, 428 Main &t.. Watsonville: 
Prank Hobinson, Pace Seey., 365 Mouth Rosemead Bied., Pasadena 

Cennectiont Retail jewelers Association tiowerd |. Michaels. 157 Church Bt... New 
Haven: Lee leenherg. Pace. Bers 200 Main @t.. Hartford 

Pieridae Retail Jewelers Association Semuc! Owen 279 Central Ave., @t. Petersbure 

ert ly. Heettel, 228 Detura Bi. Weet Palen Heath , 
yrereee Ne Watehmakers Association Paul Turner. 162 &. Mamroe St. Tallahassee - 
Hi. Thernhburg, Beer. Becy., 608 Temko Terrace, Daytona Beach 

ounite Retail jewelers Association Denier Wrnne, 114 North Mill, Grifia; Tom 
Wilson, 1068 B, Madison Ave, Deugie 

Wawai er Asecsiation Mark Seastovn, im & Ries .. Honolulu; Tomes 
it eids, Meee. Beey.. i Dillingham Buliding etebulu 
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tdaho Retail Jewelers Association... G. Sexty, 215 N. Sth St. Be ise; Earl W 
phage Rae. Secy., Idaho Mtate Chamber of Commerce. 524 idaho Building. 
olee 
iiimeis Retail Jewelers AssociationRussell L. Verner, 37 South Side Sauare, J 
4 ack 
sonville; Ohecles Barker, Exec. Becy., Leland Office Building, Springfield 
iMinels Watchmakers Association—-Dr. Louls D. Minsk, 1600 W. J s, Chi 
Hersh Johnem, 1632 W. Montrose Ave., Chicago , - wars, Colones: 
indiana jewelers Acsociation--Leon Mngel, 2929 Station St. Indianapolis; Miss Mary 
Frances Quackenbush, 608 State Life Building Indianapolis 
indiana, Watehmakers Association of-—Donda! BR. Troxel. 522 Broadway, Gary: L. & 
Douglas, 921 State Life Building, Indianapolis 
iowa, erecnotens Association of--Milton B. Roth, 2274 EB. Fifth @t.. Waterloo Hoyt 
yder, Humeston. P 
lowa ad Jewelers Asseciation-Mark Svacina, 21 West Main St.. Marshalltown 
Howard W. Dresser, 19% EB. State St., Mason City 
Kansas Retail; jewelers Association-—Tiarry VY. Knapp, 916 Main St. Winfleld: EB 
George McMahon, Exec. Becy., 600 N. Old Manor, Wichite 
—o—-~4 Horotegical Association—Robert BE. Fisher, Topeka: Earl © Canfield 
Rentatey Retail Jewelers Association.Mark Scearce, Shelbyville: W. Kendrick Ewing. 
30 W. Chestnut St.. Louleville 
heseiaee Watehmakers Association-CGeorge M. Montgomery, 576 8 éth St. Louls- 
ville; George W. Kotheimer, 607 8. 4th &t., Louleville 
Lowlsiana Horological Association J P. Reumets. 1260 N. Boulevard, Baton Rouge: 
Clifford Ibrandt, 3072 Bryon Ave., Baton Rouge 
Lowisiana Retali jewelers Aasociation..L. J. Bernard, 108 Baronne &t New Orleans 
§. Goldberg, 820 Kiyen Bt... Lake Charles 
Maine Retail jewelers Association.tenry Nolin. 79 Lisbon @ Lewiston: Lionel 
Tardif, 40 Main St., Waterville 
Maryland. Sclaware- District of Columbia Jewelers Association .Vrank Geraci. 1101 F 
'.. Washington, D. C.; Melvin Foer, 405 Kh. !. Ave. SN. B.. Wash 
oh, dc 
Maseochusetts-Rhode island Retail jewelers Association..jiames BR Kav. 38 Ames 
bury @t., Lawrence, Mase.; Harold Partridge, 22 Reacon #t.. Boston. Mass 
Michigan Worclegical Association-Walter Jaquith, 224 So Burdick. Kalamazoo 
Clayton Goodrich, Rh. KR. #1, Sunfield 
Michigan Retall jewelers Asseciation--(al Seyfried. 304 @ Main St. Ann Arbor 
w. Goidey, Waec. Secy., 1504 Michigan National Tower Lansing . 
Minnesota Retail Jewelers Association—.William P. Stiles. Welle: William © Walsh. 
Puec. Secy 1006 Northwestern Bank Building. Minneapolis 
Minnesota Watchmakers Association--V. J, Erickson, Ortonville; Bruce W. Boyer 
1615 Bath Ave... WN, Minneapoils 
Mississippi Retail Jewelers Association——John Juniker Heidelberg Building. Jackson: 
iliiam Lerner. Jr.. 508 2ind Ave... Meridian 
Missour! Retail Jewelers Association.Victor L. Beser. Marehall: Clinton Holt tle 
BE. High @t., Jefferson City 
Nebraska fletail jewelers Association-—-Licyd DTD. Lockwood. @idney: Corey W Chase 
Holdresge 
Nebraska Gtate Horelegical Association—Michae] J]. Hansen. Kirkpatrick Building 
Omaha: William J. Yost. Milford. 
New Hamoshire Retail jewelers AssociationJack ©“. Sawyer. 628 Main 8t.. Leconte 
Mrs. Jack C. Bawver, 628 Main @t.,. Laconia 
New jersey Retail jewelers Association.Ralph M Fava. 69 Van Houten St. Paterson 
David Lebeon, 134 EB. Palisade Ave. Englewood 
New rareny. Watehmakers Association A—Robert Halpern. 268 Washington & 
Newark; Thomas W. Armstrong, 247 Madison Ave... Irvington 
New Mexico pee Jewelers Association-Adair Gossett, Carlsbad; Sam Rankin, Hobbe 
Associated Credit jewelers of New York and New jersey Jay © Lighterman, 256 
West 125th Bt... New ym. N. ¥.: William Wagner, Exec. Secs 45 Fifth 
Ave., New York, N 
New York State Retail a Association.Vever Wilson. 6 Chase Moad. Scarsdale : 
Revd Evans, 324 Nuber Ave., Mount Vernon 
New York State Watehmakers Association—laul ©. Beckes, 219 Armor Read, Orchard 
Park: Richard A. Rebbins, Baec. Seey., 43 Mill St.. Binghamton 
Nerth Carclina Retail Jewsters Association——lLioyd Getiter, Whiteville: H. J. Stockard, 
Jr.. Mog. Dir., 426 Yarmouth Road, Ralelg 
North os Jewelers end Watehmakers oe Kenneth Helmers, Lishon : 
PP. Madsen, 607 First Ave., N.. Fargo 
Ohie atatt Jewelers Asssciation—Pdward L. Spitenage!, 100 Weat Fourth &t., Cin 
einnati: Hugh N. Peattie, 1117 Buelid Ave.. Cleveland 
Ohie Wereamenere Association Sutton © nee 452 BE. i52nd ™., Cleveland; Howard 
Giass, 415 Wella Ave., N. BE. Ca 
Oklahoma Herelegical Association Sam cle Norman: Bill D. Collins, Okla- 
homa City 


Oklahoma Wetail Jewelers Association Huge F. Kofmehi, 814 Main &., Duncan: 
John G. Reinhardt, Okmulgee 

Oregon Retail jewelers Association—-Axel Andersen, 417 8. W. Park Ave. Portland: 
Bdwerd N. Weinhaum, Exec. Seey., 824 8. W. Fifth Ave... Portland 

Pennsylvania Retell Jewelers Association. Kenneth L. May, 626 W. Market &t., 
York: Andrew J. Mutherin, Jr... 5 8. 46th &t., Philadelphia 

Penneyivania, Watehmakers Association ef-<(jeorge Niecsslein, 519 Ivy Mt., Pitts 
burgh: George W. Meyers, 4740 Mossflield &t., Pitteburch 

Rhede teland Watehmakers Association-—Henry Caretie, 202 Westminster &t.. Prov! 
dence: irydeon Mansfield, 34 Arcade Building, Providence 

Sewth Carolina Retail jewelers Association—-Wiibur Riddle, Main &t., Laurens: J. C 
Thomas, Main St, Clinton 

Seuth Deketa Retail jewelers Association. A. Horwitz, 120 8. Phillipe Ave... 
Miocus Falls; Ivan Landstrom, 620 St. Joe St.. Rapid City 

Tennessee yy Seciety~-B. FE. Anthony, 2208 Elliston Piace, Nashville: H. C 
Jotitisen 10 Rennett Ave, Chattanooga 

Tennessee Retail jewelers Association——William FP. Griffin, 214 Sisth Ave. N.. Nash 
ville: Joseph M. Williameon, 714 Biath Ave... N., Nashville 

Texas fetail jewelers Association Dolph Miller, Odessa: BR. J. Siagie. Exec. Beey., 
611 Pranktin Ave.. Heuston 

Texas Watehmakers Association lucien Thomas, 1901 College Ave., Labhock: BR. B 
Raymond, 508-A Weaet Jefferson Ave.. Dallas 

Verment Retail jewelers Association...VMartin Freeman. 125 Park Ave Rutland 
Theodore H. Barrows, 18 Park @t., Springfield 

Virginia Retail jewelers Asseciation--tirian HW. M. Hewen,. Lenehbure: Frenk L 
Moose, 207 &. First @t,.. Roanoke 

Greater Washington, (0. C.) Retail jewelers Association-—David Mann, Pentaszon 
Ruliding, Washington, D. C.; Henry H. Bry‘ «weki, Puce. Beey.. Woodward 
Hutiding, Washington. D. C 

Washington fetail jewelers Association.Lester Berg, 1416 Third Ave. Seattle 
David Lombards, 512 First Ave. N.. Seattle 

West Virginia Retail jewelers Association <haries Shaffer Dodge, 5 N , Senewhe st 
Huckhannen; Hebert L. Williams, 200 W. Main St., Clarksburg 

Wisconsin Retail jewelers Association.Harry Thomas Blam, 198 State &t., Madison: 
Ben W. Heald. Exce. Secy.. Rt. 2, Box 397A. Thieneriiile 

Wiseensin Watehmakers Accsciation—Aivin PF. Leose, 4711 W. Lisbon Ave. Mil 
waukee; Badward Media. Cudahy 
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“We're sitting pretty with a carload of Philco” 


SCOTT JEWELRY COMPANY, LOWELL, MASS. 




















Scott Jewelry’s Matthew J. Brown and Harry Heckman, after their carload purchase at Philco Convention in Miami, share their enthu 

siasm with TV star Bess Myerson, who holds “world’s first” transistor portable phonograph . . . sensational exclusive from Philco ! 

Bn we're bullish on acceptance before the customer comes in. We always 

Philco Radios and close a higher unit sale!” 

Phonographs,’’ say Messrs. Philco for ‘56 is the sell-up line of the industry, with 
Brown and Heckman of Scott Jewelry Company, brilliant new designs and high-style fashion colors from 
Lowell, Mass., ‘because we've found they've more than South America that sparkle with gift appeal. They're 
paid their way as high-margin merchandise with good selling fast in other stores—and can in yours! Call your 
curnover. Anything with the name ‘Philco’ on it has Philco Distributor for the deal . . . it’s big! 


PHILCO RADIOS AND PHONOGRAPHS 


Smatiest, lightrest 
4-speed automat 
portable phono 
graph. Full-size 
dynamic speakerand 






acousucally-balanced 
' haftle board huile 
right into the lid 







Sensational tone. 
Philco 1447 






High Fashion for the Ladies! In 
Upright automatic clock radio Fiesta Pink, accented by striking 
Honduras Mahogany cabinet, black damask grill. Automatic 
hnished on all sides. Philco 746 clock radio. Philco 728 
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“Business Publications 
Save money and make money” 


says FRANK M. FOLSOM, President, RADIO CORPORATION OF AMERICA 


“Regardless of title,” Mr. Folsom continues, “every “That's why we read business publications so 
business executive has the same job: To make _ carefully—advertisements, as well as articles. They 
decisions that save money—and make money. keep us posted.” | 


“To make the right decisions, you need all the 
information you can get~about products and proc- 
esses, markets and men. 


Business publications are a management tool. 
They're read for useful, timely information. It's 
no wonder advertisers find business publications 
provide a direct sales route for any product or 
service of benefit to business or professional men. 





NATIONAL BUSINESS PUBLICATIONS, INC. 1413 swroor, w. w.. washington 5, D.C. + Sterling 3-7535 


The national association of publishers of 173 technical, decisions in the businesses, industries, sciences and 
professional, scientific, industrial, merchandising and professions... pin-pointing the market of your choice. 
marketing magazines, having a combined circulation 










of 4,098,937 .. . audited by either the Audit Bureau of Write for list of NPB publications and “Here's How” 
Circulations or Business Publications Audit of Circula- booklet, “How Well Will Wu Have to Sell Tomorrow?”, 
tion, Inc... . serving and promoting the Business Press by Ralston B. Reid, Advertising & Sales Promotion 
of America .. . bringing thousands of pages of special- Manager, Apparatus Sales Division, General Electric 











ized know-how and advertising to the men who make Company, Schenectady, N. Y. 
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Brierly 





U. S. GLASS BUYS DUNCAN & MILLER. The United States Glass Co., of Tiffin, Ohio, has 
just announced its purchase of the Duncan & Miller Glass Co., of Washington, 
Pa. Duncan & Miller headquarters will be moved to Tiffin, but the management 
and selling operations will continue to be independent, according to Charles W. 


Carlson, president of U. S. Glass. 


WESTINGHOUSE ABANDONS FAIR TRADE. The abandonment of Fair Trade prices on its 
electric housewares, fans, cleaners and automatic bed coverings was announced 
recently by the electric appliance division of the Westinghouse Electric Corp. 
John J. Anderson, manager of the portable appliances, stated, "We believe in 
Fair Trade, but under present conditions do not believe it is workable. AS 
conditions change in the future, our price policy may also change." Immediately 
after the Westinghouse announcement McGraw Electric (Toastmaster) reaffirmed 
their faith in Fair Trade with an announcement of their intention to continue 


Fair Trade pricing. 


INTERNAL REVENUE RULING ON TRADE-INS. The Jewelry Industry Tax Committee reported 
that the Internal Revenue Service has extended and clarified application of 
retail excise tax credit on "trade-ins." Watch "trade-ins" are considered as 
@ discount rather than an allowance. What is described as an allowance 
constitutes, in effect, a trade discount in arriving at the price for which 
the watches are sold. In transactions of this type the tax is based upon the 


net sales price. 


RETAIL SALES IN AUGUST. Retail sales in August totaled $15.4 billion, down $100 
million from the preceding month. After adjustment for seasonal factors and 
trading day differences, sales show no change from July, and were about 9 per 


cent above August, 1954. 


NEW ADDRESS FOR JC-K. The executive, editorial, circulation and production offices 
of THE JEWELERS’ CIRCULAR-KEYSTONE moved to the Chilton Company's main office 
and printing plant, located at Chestnut and 56th Sts., Philadelphia 39, Pa., 
on September 22. Henceforth, all correspondence with these departments should 
be sent to this address. The New York advertising sales office (including 
classified) will remain at the present location, 100 East 42nd St., but cuts 
and engravings will be sent directly to the Philadelphia address. The move is 
part of a larger consolidation plan in which editorial, circulation and the 
production operations of all Chilton publications are to be centralized in the 


new Chilton building in Philadelphia. 


INTERNAL REVENUE RULING ON GUNS. Inlays of precious metals tooled into steel sur- 
faces of guns belonging to sportsmen or gun collectors, are jewelry under the 
tax laws and subject to the excise tax, the Internal Revenue Service rules. 
Under the ruling, excise taxes must be paid on the total cost of the inlays, 
most of which are initials or game scenes. Precious metals include platinum, 
gold and silver. “*Imitations" include alloys of precious metals and platings 


more than a hundred-thousandth of an inch thick. 
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Ne. 2000 Clock... Me. 3060 
Sarometer for use singly 
of in pairs, 26” high, 51%” 
diel, Metaigoid, White 
with Gold. Pid. 1. Whote- 
sale $16.50 










Ne 3052 Compass Rose Barometer 
., Me, 2001 Clock, same design. 
28” high, 5'/_” dial. Metaigold, 
Black, Metaicopper. Pkd. 1. 
Wholesale $27.50 


























| ; Ne. 2062 Empire Clock. .. Wo. 3053 
Only in Syrocowood will you see Barometers and Clocks like Barometer, same design. 35” high, 
6'4" dial. Metaigold, White with 


these .. . truly works of art and at popular prices only Syroco Gold. Pkd. 1. Wholesale $27.50 


makes possible. See a dozen deep-carved originals — all avail- 


Ne. 3051 Sunburst Barometer... We. 2781 Clock, 


some declan. 16” diem. 6 V4" diel. Metal. able with either jeweled, 8-day front wind clock movement or 


gold, Black, White. Phd. 1. Wholesale precision barometer instruments. See the first specially designed 
$15.00. Same design in 23° size ~~ No, 
3054 Barometer, No 2885 Clock—$30.00. Clock and Barometer ensemble. Full 50°, mark-up. 


WRITE FOR NEW CATALOG SUPPLEMENT 


Copyright 1955 
SYRACUSE ORNAMENTAL COMPANY, INC. 
592 S. Clinton Street, Syracuse 2, New york 


Gocasional Ciecks ... six de- 
signs with removable easels ed e 
~~ perfect for TV, sheives, 
tables, walis. Guaranteed Ss E E YTOCO 
electric movements. Special 
display desl. Phd. 1. Whole- .» On dinplay at atl leading Gift, Jewelry and Furniture 
sale $9.00. Shows and at these permanent Syroco Showrooms . 
Hew Yerk—-225 Fifth Avenue 
Chicage — 1526 Merchandise Mart 
Seattle — 2028 Second Avenue 
High Point, #.C. — 108 East Commerce Street 


Conodien Dist. — john Walter & Sons. Lid 
Kitchener, Ontario, Canada 
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Peterson Appeals for 
Aid tor Flood Victims 


Henry Peterson, president of the Feature 
Ring Inc., and chairman of the 
Jewelry and Allied Trades Division of the 
American Red Cross, has made an appeal 
to all members of the jewelry industry to 
help flood victims in areas affected by the 
recent hurricanes. 





Henry Peterson, president of the Feoture 


Ring Co., presents contributions totalling 
$3,117 from firms and individuals in the 
jewelry industry to Mrs. William Propos, o 
volunteer worker in the New York Chapter, 
American Red Cross. Money will be used 
by Red Cross to aid flood victims. 


Mr. Peterson announced that more than 
$5,000,000 will be needed to take care of 
the 8,000 families who require whole or 
partial aid in repairing flood-wrecked 
homes. This sum, he said, the 
entire Red Cross disaster relief budget 
for the 1955-56 fiscal year. 

In view of the urgent necessity for re- 
lief, Mr. Peterson called upon every mem- 
ber of the jewelry industry to contribute 


exceeds 


generously and urged each one to solicit 
one dollar from each associate and em- 
ployee. 

“The jewelry industry has always been 
among the first to help in times of need,” 
said Mr. Peterson, “and I am confident of 
vour generous and instant response in com- 
ing to the aid of flood-distressed people 
of vour own and neighboring states.” 

Mr. Peterson said that flood relief checks 
should be sent to “Flood Relief.” Feature 
Ring Co., Inc., 126 West 46 St.. New York 
a6, N. Y. 
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| Manufacturers Give Generous Assistance 
To Flooded Jewelers in Devastated Areas 





While jewelry stores and manufacturers 
along the eastern seaboard were still re- 
covering from the devastating floods that 
came in the wake of Hurricane “Connie,” 
reports came in of the generous assistance 
being offered by manufacturers and sup- 
pliers in unaflected areas who offered to 
replace or repair flood-ruined stocks, 
Early recovery by manufacturers from the 
flooded New England areas were reported 
in many cases. 

The Waterman Pen Co. plant in Sey- 
mour, Conn., one of the hardest hit by the 
flood, made a ewift recovery and was back 
in production by August 29. According 
to an announcement by Robert D. Howse, 
president, a “serious setback in pen man- 
ufacture for the ‘back-to-school’ market 
was avoided by the close cooperation be- 
tween labor and management.” 

The Gilbert Clock Corp. of Winsted, 
Conn., was also among the most seriously 
affected plants. Heavy damage was sul- 
fered including near-total destruction of 
the company’s office facilities. The manu- 
facturing plant was less seriously affected, 
plant officials reported. An energetic re- 
habilitation program enabled the firm to 
resume actual production as soon as essen- 
tial utilities had been restored. Volume 
of production has risen as replacement of 
material and equipment has been received 
from cooperative suppliers. 

In accordance with a “disaster policy’ 
of several years standing, the Parker Pen 
Co., Janesville, Wis., announced that deal- 
ers along the eastern seaboard who suf- 
fered flood damage to the firm's merchan- 
dise could look forward te a clean-up job 
at no charge. This included refurbishing, 
disassembly, reassembly, new tags and 
gift packaging, the announcement stated. 

The Oster Co., Milwaukee, Wis., makers 
of kitchen appliances and power tools, 
have offered free repair work to or re- 
placement of damaged products made by 
the company. The offer is made to jewelry 
manufacturers, dealers and consumers, Aec- 
cording to company president, John Oster, 
Jr., priority will be given to power tools 


* 


because they are used in rehabilitation 
work. 
Jacoby-Bender, maker of J-B watch 


bands, offered to refinish all bands dam.- 
aged by water. In a letter to jewelers in 
flood-stricken areas, Max Jacoby, presi- 
dent, said that in addition new price tags 











would be aflixed where necessary and that 
merchandise would be recarded if dam. 
aged. Furthermore, Jacoby said, new sup 
plies of window display material would be 
made available where necessary. 
Manufacturers were not alone in making 
concessions to those hit by the floods. Bill 
Savitt, of Savitt, Inc., jewelers at 35 
Asylum St., Hartford, Conn., placed ad- 
vertisements in the Hart/ord Courant, a 
local daily newspaper, telling his flood-dis 





Notice for 
SAVITT CUSTOMERS 
in FLOODED AREAS 


Ce tie ae 


Payments Are Suspouded 
On Your Savitt Bills — 
With No Time Limit! 
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SAVITT ums 
1 he rt 


Bill Sevitt, Hartford, Conn., jeweler, told 
customers hit by floods: “Payments ore 
suspended—with no time limit!” 





treseed customers that they could halt pay- 
ments on their bille at Sevitt’s until they 
had recovered from the disaster. Copy 
stated that the customer could take “as 
much time as you need” to pay, and that 
there would be no interest or carrying 
charges. 


(Continued on following page) 


179 








































Aid Flooded Jewelers 


Another Savitt ad carried the headline: 
“Bill Savitt Saye-—Flood the Red Cross 
with Your Contributions.” The remainder | to you,” 
of the copy was devoted to a quotation 
from a proclamation made by Governor 
Abraham Ribicofl, of Connecticut, con- 
cerning the sending of contributions te the plant. 
Hed Cross. | making 

The Hamilton Watch Co., Lancaster, 
Pa., offered every posible assistance to 
retail jewelers in the flooded regions. In | the minimum of delay. 

a letter to customers, C, H. Mathiot, of | The Norma Pencil Corp., 
Hamilion’s service department, stated: “In | St, 


to do so at no expense to you. 


_ ea AOA SURES: Cem 


At press time, 


every effort to return 


the event that you had a loss, we want 
to be of help to you. If certain watches 
can be reconditioned, we shall be pleased 


place their pencils, damaged by the flood 
free of charge. 
made by Samuel Jacobs, president. 
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retailers and manutacturing 
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stars 
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piay in their sates picture! 
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VManutacturing Jewelers 


>} 


NEW YORK CITY 
Beckerman & Lerner 









CHICAGO, ILLINOIS 
Ed. Cain & Ce., inc. 


Milhening Mfg. 


Stein & Elibogen Co. 
Wendeli ng 


INDIANAPOLIS, INDIANA 
Goodmen end Company 


MINNEAPOLIS, MINNESOTA 
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Murray Perkel & Co., inc, OHIO 
Aaron Perkis rrotenee Mig. Ce. 
Semue!l Platzer Co., Inc. The Victor Corp. 
K. Polishook and Son Corp. PENNSYLVANIA 
5. & M. Jewelry Co. Byard F. 
Devid Serkin, inc Helm ond Mohn Co. 
Willlam Schneider 
Stern & Stern, inc. NEW JERSEY 


Untermeyer, Robbins & Co., inc. Acme Ring Mig. Co., Inc. 


J. BR. Weed & Sons, | Church & Compon 
“™ F. & F. Felger 


Jabel Ring Mi 
Jones & Woodiend 


, ine, 
Lerter and Sens, inc. 


BUFFALO, WN. Y. 


The Bock-Lewls Co. 
M. A. Reich end Co. 
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Should 
it be determined subsequently that cer- 
tain models are beyond reconditioning, 
then we shall replace them at half cost 
many jewelers 
had already accepted Hamilton's offer, and 
reconditioning of flood damaged merchan- 
dise was taking place at the. Lancaster 
The company stated that it was 
these 
watches promptly so that jewelers could 
resume normal business operations with 
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New Yerk, offered to repair or re- 
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The Seth Thomas Clock Co., Thomas- 
ton, Conn., suffered heavy losses with 
some 40,000 Davy Crockett watches re- 
ported ruined by the flood. 

In Stroudsburg, Pa., where the Ronson 
Corp. manufactures all of its American 
cigarette lighters, an emergency flood re- 
lief fund was set up by the company for 
those of its employees who were hit in 
the greatest disaster in the history of 
The fund is being ad- 
ministered by Milton Pohl, plant manager, 
and will provide immediate relief for the 
company’s stricken employees. 

While damage to Ronson’s plants in the 
area was slight the company’s ability to 
return to full-scale production depended 
on ite suppliers, company officials said. 
Ground was broken for a new Ronson 
plant in the Cherry Valley section of Mon- 
roe County on September 1. 

Among retail jewelers, some of those 
hardest hit included Cadoret Brothers, 507 
Social St., Woonsocket, R. I.. who were 
completely wiped out. The store was 
flooded with nine feet of water and three 
of mud, forcing the owners to seek a new 
location. 

The Emil Vallee jewelry store, 
berland St.. Woonsocket, also 
damage by the flood waters. 

In Connecticut, severe damage was re- 
ported by the F. and G. Richards jewelry 
store, in Winsted. Windows were smashed 
in and at one point show cases were ob- 
served floating away. Some merchandise 
was retrieved, but the watch repair de- 
partment was a total loss. The Richards, 
currently operating the business at home, 
hope to open soon in a store known as 
Peggy's. 

In Naugatuck, Conn., William Schpero 
suflered damage estimated at $1,500 and 
Charles H. Tomlinson reported a ioss of 
$5,000. In Torrington, Freeman's Jewel- 
ers, 43 Main St., planned to open within 
two weeks. They were unable to estimate 
damage and carried no insurance. At 
Michaels, Inc., 80 Main St., the loss was 
mostly in the cellar but the store remained 
open for business. 

Two jewelers in Waterbury, Conn., re- 
ported cellar damage: N. and H. Phaneuf, 
Inc.. and Royal Jewelers of Waterbury, 
Ine. 

Sexauer Jewelers, Winsted, Conn., esti- 
mated flood losses at from $6,000 to $7,000 
and the store was temporarily located at 
75 Dike St. The Jewel Box, also in 
Winsted, located temporarily at the Park 
Hardware Store. 

A jeweler who lent his assistance to 
flood victimes was Bert Stranger, of the 
Herbert W. Stranger Co., 305 Washing- 
ton Building, Boston, Mass. As chairman 
of the Communications Division of the 
Greater Boston Chapter of the American 
Red Cross, Stranger and his crew piloted 
their relief vehicle to Winsted, Conn., on 
the day alter the deluge. 


Monroe County. 
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Clara and John Spaulding, who oper- 
ated a jewelry store in Wilmington, Calif., 
for the past 15 years, recently opened a 
new and modern store in the resort town 


of Balboa Island, Calif. 
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Westinghouse Abandons 
Fair Trade Prices on 
Electric Housewares 


The abandonment of “Fair Trade” prices a nn = 
PRERW ta 
TOWARDS 


AUTOMATIC 


on its electric housewares, fans, cleaners 
and automatic bed coverings was an- 
nounced by the electric appliance division 
of the Westinghouse Electric Corp. on 
August 31. The company indicated, how- 
ever, that it would continue to “suggest” 


same time was a new distribution policy 
for electric housewares. “Because we be- 
lieve that the electric housewares market 
has an expanding future,” John J. Ander- 
son, manager of the portable appliances, 
stated, “We are reviewing our distributor 
organization with the purpose of strength- 
ening our position in the housewares field.” 

Anderson went on to say that Westing- 
house intended to follow a policy of dis- 
tributing its products through dealers who 
will aggressively promote the sale of West- 
inghouse housewares. Speaking of “Fair | 
Trade,” he said: 

“It is our belief that the public will 
recognize the value of a quality product, 
displayed attractively and priced- reason- 
ably. 

“We believe in Fair Trade, but under 
present conditions do not believe it is 
workable. As conditions change in the 
future, our price policy may also change,” 
he said, 

“We believe in the profit system and 
also in fair competition,” he continued. 
“The manufacturer who can build a bet- 
ter product at a better price will get a 
larger portion of the business, We believe 
that our high-quality electric housewares 
can be sold through established channels 
of distribution at a reasonable profit for 
distributors and dealers alike-—and that 
the public can still purchase these ap- 
pliances at fair prices.” 

In summation, Mr. Anderson stated, 
“The Westinghouse philosophy as a manu- 
facturer of electric housewares can be 
stated simply. We believe in the manufac- 
ture of a better product, sold through 
good, reliable distributors and dealers. 
The buying public will recognize and 
should be able to buy a good product at 
a reasonable price.” 

Electric housewares included in the an 
nouncement are roaster ovens, frying pans, 
deep fat fryers, toasters, mixers, coffee. 
makers, waffle irons, irons, hot plates, ro- 
tisseries and heating pads. Automatic bed 
coverings include three deluxe automatic 
blankets, three standard automatic blan- 
kets, and an automatic sheet. 


Owner of Many Stores 
Sails on Buying Trip 


Isidore Colmes, owner of jewelry stores 
in Grand Rapids, Mich., Beaumont, Tex., 
and Springfield, Mass., recently sailed on 
the S. S. United States on a buying trip 
to the diamond markets of Belgium, Hel- 
land, France, England and Italy. He is 
expected to return to the U. S. in De. 


retail and dealer prices on these items. 
Also announced by Westinghouse at the 


cember. 
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Congress and FHA Examine 
Government Reinsurance 


Of Flood-Area Policies 


Jewelers and manufacturers located in 
the areas moet susceptible to flooding may 
be able to buy ineurance againet 
flood damage. 

As a reeult of the severe floods in the 
Northeast this summer, the Federal Hous- 
ing Administration and Congress are study- 
ing the possibility of some type of gov- 
ernment program to permit 
take the 
rieke involved in offering flood insurance. 

At present, flood insurance is not avail 


ee reti 


re-ineurance 


commercial imeurance firms to 


able because the firms say the potentially 
high lovses make such policies impractical. 
in the this the un 


northeast summer, 
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MAKE EXTRA MONEY 


ENGRAVING EXTRA 
ITEMS ON YOUR 





ADD THE MAGIC TOUCH 
OF PERSONALIZING 
AND YOU ADD TO YOUR 
DAILY PROFITS! 


@ No skill needed. 


Anyone can operate it. 


@ Pays for itself 
out of income. 


Easy payment plan. 


for more details write 





expected heavy floods caught thousands of 
merchants and manufacturers without pro- 
tection. They had to either rebuild with 
private capital or low cost government- 
backed loans, or give up their businesses. 

As the \ast storm cloucs of hurricanes 
Diane and Connie passed, the government 
began to take what steps it could to re- 
store the strength to the damaged area, 
in which many large jewelry and watch 
manufacturers are located, 

Government power is being used to 
channel tight supplies of raw materials, 
equipment, power and transportation to 
the stricken area. A $900 million loan 
pool is being administered by the Office 
of Defense Mobilization. The Small Busi 
ness Administration is making loans up to 
$50,000 on the spot and larger loans with 
approval of Washington to help merchants 
and manufacturers get started again, The 











SPORTS EQUIPMENT. Ar- 
range with neighborhood 
sporting stores to personalize 
racquets, golf clubs, fishing 
rods, etc. 





HAROLD ROBBINS 


MANAGLA 








INSTITUTIONS, Call on 
benks, hospitals, schools, 
municipal dep’ts, hotels, other 
businesses for desk plates, 
name plates, signs. 











AWARDS. Contact churches, 
clubs, civic groups, schools, 
etc. Offer engraved trophies, 
plocques, watches, pens. 














PREMIUMS. Offer local pre- 

mium houses end monvufac- 
turers low priced engraving 
on premium items. 
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military departments are channeling de- 
fense orders into the area to get produc 
tion started again. 

The Internal Revenue Service has set 
up emergency offices to help firms take 
advantage of all legal tax relief in con- 
nection with damage, and explain the best 
methods of deducting losses. 


CROWN FOR FEAST DAY 





Blase De Natale examines $50,000 jew- 
eled crown that he made in his jewelry 
shop at 1 Maiden Lane, New York. The 
crown will be sent to Roseto, Pa., where 
it will be placed in Our Lady of Mt. 
Carmel Church on her feast day. Jewels 
were donated by the parishioners. 


Diamonds on Your Old Dial 


The Manufacturing 
Co., special order manufacturers of 215 
West Sth St., Los Angeles, Cal., are doing 
an unusual diamond dials. 
They are taking the customer’s stock dial 
and installing diamond numerals on it. 


Broadway Jewelry 


business in 





New Address for J C-K 


The executive, editorial, circulation and 
production offices of the Jewerens’ Cimcu- 
LAR-KEYSTONE meved to the Chilton Com 
pany’s main office and printing plant, 
located at Chestnut and 56th Sts., Phila- 
delphia 39, Pa.. on September 22. 
Henceforth, all correspondence with these 
departments should be sent to this ad 
dress. 

The New York advertising sales office 
(including classified) will remain at the 
present location, 100 East 42nd St., but 
euts and engravings will be sent directly 
io the Philadelphia address. 

The move is part of a larger consolida- 
tion plan in which editorial, circulation 
and production operations of all Chilton 
publications are to be centralized in the 
new Chilton Building in Philadelphia. 
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Tax on Retail Jewelry 
Covered by New Rulings 


The Internal Revenue Service has issued 
three rulings designed to clear up the 
methods of computing the retail jewelry 
tax when sales involve trade-ins. 

In the case of diamonds, the IRS rules: 

If the diamond is sold on a conditional 
or installment sales contract, where title 
to the merchandise remains in the hands 
of the jeweler until the full purchase price 
is paid, and the buyer is allowed to trade 
in the diamond on a larger one before all 
payments are made, the amount paid off is 
subtracted from the larger 
stone and the tax computed on the dif- 


cost of the 


ference. 

When the purchaser has paid off the 
diamond price in full, and then trades it 
in on a larger stone, the full tax on the 
transaction must be paid, 
though the full purchase price of the orig- 
inal stone is allowed. 

In general, the full tax must be paid 
when title to the merchandise has passed 
from the seller to the buyer. 

The third ruling covers watches which 
are sold to the jeweler by the manufac. 
turer at a price to permit the jeweler to 
accept trade-ins of old watches. In this 
case, the IRS rules, the trade-in allow- 
ance is in effect a trade discount, so the 
tax is computed on the net sales price, 
not the sales price prior to computing the 
trade-in allowance. 


second even 


Howard Sweet Organizes 
Chain Manufacturing Co. 


Howard H. Sweet, until recently presi- 
dent of the Manufacturing Co., 
Attleboro, Mass., has announced the for- 
mation of a new company to manufacture 
machine chain. The new organization, lo- 
cated in Attleboro, is called Howard H. 
Sweet and Son, Ine. 

Other members of the firm are Richard 
H. Sweet, his son, who will be vice-presi 
dent in charge of sales and Richard A. 
Ripley, an associate of many years, who 
will assume the responsibilities of vice- 
president in charge of production and en. 
gineering. 


Sweet 


The new company will supply jewelry 
makers with chain made from and 
precious metals. It will supply the trade 
exclusively. Mr. Sweet's half-century of 
service to the jewelry industry was recog 
nized last year when he was elected presi 
dent of the New England Manufacturing 
Jewelers and Silversmiths 


base 


Association. 


Relocates for Fourth Time 


The O. O. Brenner jewelry store, 40 
North Walnut St., Mansfield, O., has moved 
to quarters formerly occupied by the 
Charles W. Jelliff and Son Jewelry store 
at 28 Park Ave., West. The new location 
is the fourth for the Brenner enterprise 
since it was founded by O. O. Brenner in 
1911. Lines carried by both stores will be 
continued at the new location. 
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Meet to Discuss Smuggling 


Representatives of the American watch 
manufacturing industry and importers of 
jeweled watches met in New York Septem- 
ber 9 to discuss methods of combatting 
the increase in smuggling of foreign 
watches, according to an announcement by 
Arthur B. Sinkler, president of the Amer- 
ican Watch Manufacturers Association, 
and Samuel W. Anderson, president of 
the American Watch Association, 

Proposals for concerted action by both 
groups was discussed at the meeting, as 
excise taxes on 


was the problem of 


watches, the statement said. 
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Jewelers and Silversmiths 
Plan Annual Dinner Session 


The annual meeting of the New England 
Manufacturing Jewelers and Silversmiths 
Association will be held on the evening 
of October 20 in the ballroom of the Shera. 
ton-Biltmore Hotel, Providence. 

Following the dinner, reports of the 
association's officers will be read. Officers, 
with the exception of the president, will 
be elected, as will also members of the 
board of directors. The president is elected 
by the board at its first regular meeting. 
A program, including a talk by 4@ promi. 
nent speaker, has been arranged for the 
period following the meeting. 
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Wile delivery guaranteed 
Order today | 

A #60/65 matching tie bar 
$21.00 Keystone 

B #1201/65 cuff links 
$29.00 pr. Keystone 

C #460/32 matching tie bor 
$21.00 Keystone 


D #140/92 cuff links 
$27.50 or. Keystone 
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Obituaries 





Samuel Stitzman, 68, prominent mer- 
chant of 105 Canal St., New York, for 
the past 50 years, died on August 17. He 
was co-founder and a charter member of 
the Masonic Order in the Jewelry Trade, 
Paul Revere Chapter, 


Edward Mason, of the flatware depart- 
ment of Shreve, Crump and Low Co., Bos- 
ton, died July 1. Well known in New 
England jewelry circles, he had previously 
been employed by the Durgin Co. in New 
Ham pehire. 











Jacob M. Paul, 62, prominent jeweler 
of 3310 Eastern Avenue, Baltimore, Md., 
died September 11. Well known in Balti- 
more business circles, Mr. Paul was affec- 
tionately known as “The Mayor of High- 
landtown.” Born in Europe, he came to the 
United States when he was eight, and 
started in the jewelry business 41 years 
ago when he was 19. Club and civic 
duties prevented him from running for the 
Maryland House of Delegates, a post for 
which he was frequently mentioned. He 
is survived by his wife, Mrs. Sarah Paul, 
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his mother, three daughters, and four 


brothera. 


Norman Patee, 51, vice-president and 
comptroller of E. W. Reynolds Co., whole- 
sealers of 315 West Sth St., Los Angeles, 
Cal., died September 1 as a result of an 
automobile accident. He joined the Rey- 
nolds organization after having made a 
study of its bookkeeping needs that was 
so thorough that he was invited to be- 
come office manager and comptroller. In 
1947 he became the vice-president in 
charge of finance. He is survived by his 
widow, Mrs. Nadine Ruth Patee and two 
daughters. 


Frank Kelly, 73, a field representative 
of the Jewelers Board of Trade for more 
than 25 years, died August 30 at his home 
in North Providence, R. 1. He had retired 
from the board's employ on August 1. 
Prior to working for that agency, he had 
been employed by the Bradstreet Co., now 
known as Dun and Bradstreet. He is sur- 
vived by his widow, Mrs. Helen Kelly, two 
daughters and six grandchildren. 


Sidney Cohn, 61, president of Secon 
Metals Corp., refiners, of 7 Intervale St., 
White Plains, N. Y., died August 30. He 
is survived by his widow, Katherine B. 
Cohn, two daughters and a son. 


Dave Paul, 62, of Dave Paul and Son, 
diamond wholesalers of the Arcade Build- 
ing, St. Louis, Mo., died July 26 in New 
York after a heart attack. He was return- 
ing from a vacation in New Hampshire, 
and was stricken while visiting a daughter 
in New York. He is survived by his widow, 
a son and two daughters. 


Paul Cooper, president of Paul's 
Jewelers, Inc., Noblesville, Indiana, died 
on September 6 at Newport News, Va., 
while on a business trip. Mr. Cooper for- 
merly also owned stores in Bedford, 
Marion, Richmond, and Connersville, Ind., 
and in Greenville, Ohio. His home was 
in Connersville. He is survived by his 
widow, a daughter, a son, mother, father 
and two sisters. 


Will Continue Store Operation 


Mrs. Clarence Glaser, widow of Clar- 
ence L. Glaser, who died July 10, will 
continue to run her late husband’s jew- 
elry store located at 134 South Main 5t., 
Fond du Lac, Wis. She said that she 
would continue his policies under her 
management. The business employs three 
full-time workers and one part-time. 


re tenes 


Winner Awarded Ring 


Mrs. David Mann of Washington, D. C., 
was one of the winners of a Linde Star 
ring in a novel “Treasure Chest” promo- 
tion during the recent ANRJA conven- 
tion. 

Special keys were handed out to re- 
tailers by David Sarkin, Inc., 37 West 47th 
St.. New ‘fork. The winners of the Linde 
Star rings were those whose keys opened 
Sarkin’s mainiature treasure chest. David 
Sarkin, president of the firm, awarded the 


rings. 
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> Harry Smolin, importer of precious 
stones, 62 West 47th St., has sailed for 
Europe on an extended trip during which 
he will visit stone markets in London and 
Paris. 

> Abelson’s, Inc., chain jewelry stores, has 
acquired the location at 179 Main St., 
Hackensack, N. J., previously occupied by 
a unit of the Royal Diamond and Watch 
Co., Inc. Abelson’s was founded in 1896 
and operates 10 stores in the area. Its 
former location was demolished by fire 
on August 12. Royal Diamond and Watch 
Co. has been in the store since 1947. 

> Gubelin§ Brothers, Inc., watchmakers 
and jewelers of Lucerne, Switzerland, will 
move its New York office to 673 Fifth 
Ave., on October 1. 

> Benedict Berner, vice-president of Ber- 
ners Inc., Troy jewelry store, has been 
named a director of the Greater Troy 
Chamber of Commerce and a member of 
the executive committee. 

> Smith Jewelers, 147 West Water St.. 
Elmira, has opened another store in the 
Baron-Steuben Building, West Market St., 
in Corning, according to an announcement 
by Byron D. Smith and Gerald N. Smith, 
partners in the business. 

> A swarm of bees flew into Rudolph’s 
Jewelers, 88 State St., Albany, on August 
4. No one was stung before the swarm was 
disposed of with a spray gun. 

> Louis A. Granata is the new president 
of the Buffalo Jewelry Setters Association. 
Other officers are Norman M. Resman, sec- 
retary; and Otto Koeth, treasurer. Mem. 
bers of the membership committee are 
Raymond Nickander, Philip Leonard, Irv- 
ing Guerney and Ruben Weinstein. 


Watchmakers of Switzerland 
Preview New Advertising Plans 


“Preview,” a booklet describing the 
advertising plans of the Watchmakers of 
Switzerland, during the coming year, was 
mailed to jewelers across the country on 
August 31, 

According to Irwin Reiss, in charge of 
trade relations for the Watchmakers of 
Switzerland, at the Foote, Cone and Beld. 
ing advertising agency, this year’s copy 
of “Preview” contains ideas for the jew- 
elers to use during the next 12 months. 
Emphasis has been placed on time-meas- 
uring features, special purpose watches, 
fashion and the word “modern” as it ap- 
plies to jeweled-lever watches, 

A post card mailed with the booklet 
asks jewelers which of the ads displayed 
they like the best. Other questions con- 
cern jewelers’ preferences for self-winding, 
calendar, chronograph, alarm, water resis- 
tant, chronometer or other types of 
watches, and whether the advertising cam- 
paign offers satisfactory scope for watch 
merchandising promotions. 
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Jewelers Board of Trade 
Holds New York Meeting 


Office managers and fieldmen of the 
Jewelers Board of Trade met in New York 
on August 31. Vincent F. Chapman, sec- 
retary of the organization, presided at the 
meeting. 

The principal topic of discussion con- 
cerned ways and means of increasing the 
group's membership. In addition, an in- 
spection was made of the new credit re- 
porting files and filing system, recently in- 
stalled in the New York office. 





Officials of the Jewelers Board of Trade 
examine the first copy of the September 
1955 Confidential Reference Book to come 
off the presses. Shown in the picture [I-r) 
are Vincent J. Newman, Chicago office 
manager; Vincent F. Chapman, secretory; 
Lewis Upham, New York office manager; 
and Edward Henry, manager of the Provi- 
dence office. 


Each man was presented with an ad 
vance copy of the September 1955 edition 
of the board’s Confidential Reference 
Book. Mr. Chapman gave an outline of 
the large amount of revision work that 
went into the new book's preparation, say- 
ing that there had been more than 13,500 
changes in names, addresses and credit 
ratings since the publication of the previ- 
ous edition, last March. 

It was also reported at the meeting that 
the advisory research department in Provi 
dence had already commenced their analy 
sis of the book. When completed, this will 
give a breakdown of the 43,000 names 
listed, showing the total number engaged 
in each business designated: the capital 
and credit. and a classification according 
to states, It will be ready for distribution 
early next year, the board declared. 


Moves to Larger Quarters 


Austin Landman, owner of the Hanley 
Jewelry Co. Fast Lockland, Ohio, has an- 
nounced that his firm has quadrupled its 
sales space by moving to a new address at 
111 Mill St. Previously it had been located 
at 208 Dunn St. New lines of furniture 
and appliances would be added, he said. 
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DIAMONDS 


IMPORTANT SINGLE STONES IN FANCY AND 
ROUND — RARE COLORED DIAMONDS 


WRITE, WIRE OR PHONE 


MARTIN |. HARMAN 
16 West 47 Street — New York 36, WN. Y. 
Plava 17-2546 
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ALLAN CAPLAN 


2 West 46th Street New York 34, N. Y. 
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Mamouru Shigemitsou, Japan's Foreign 


Minister, was the guest of honor at a 
luncheon sponsored by the Japan Society, 
the Japanese Chamber of Commerce and 
the Far East-America Chamber of Com- 
merce that was held at the Waldorf- 
Astoria Hotel, New York, on September 1. 

Seen in the picture are (1-r) David 
Goldstone, vice-president of the Imperial 
Pearl Syndicate, New York; John OD. 


High Schools Will Offer 


More Job-Training Courses 


An increasing number of high schools 
will add job-training courses to their cur- 
riculum this fall for students who don’t 
expect to go to college but who intend to 
look for jobs and want preliminary 
training. 

Reports in Washington are that the 
more specialized than the usual 
typing and manual training classes-—are 
proving successful and in some areas there 
are long waiting lists. 

Included in the courses are selling, re- 
tail buying and advertising. In some cases, 
the courses are helped by federal govern. 
ment grante under the aid to vocational 
education program, but in other 
local school authorities are supplying the 
demand without aid. The federal Office 
of Education and the American Vocational! 
Association are providing guidance to 
schools which need help in setting up the 
program. 

As a result of the expanding program, 
more jewelers and other businessmen can 
get at least partially-trained sales help by 
contacting their local schools. Some busi- 
nesemen are actively encouraging schools 
in their areas to institute the courses. 





courses 


cases 


Foreign Minister is Guest at Japan Society Luncheon 


AP 


Rockefeller, 3rd, president of the Japan 
Society; Mr. Shigemitsou; and Toshikazu 
Kase Japan's permanent observer at the 
United Nations. 

Mr. Goldstone reported that he discussed 
the possibility of raising imports of cul- 
tured pearls from Japan to the U. S. with 
the Foreign Minister, one of whose prin- 
cipal reasons for coming to this country 
was to increase the flow of foreign trade. 


Internal Revenue Service has ruled that 


a dealer or manufacturer cannot file for 
overpayment of excise taxes more than 
four vears after the date overpayment 


started, even though a portion of the over- 
payment period is within four years. 


World's Biggest Clock 
Is Also Most Accurate 

The world’s largest, most elaborate and 
most accurate clock is being assembled in 


Right feet high, 
ten wide and 21 deep, it will be on per- 


Copenhagen, Denmark. 
manent display in Copenhagen’s City Hall. 
Half a work went 
huge cloc k's construction. 


century ol info the 


It consists of 11 units comprising 50.000 
parts and is designed to run for 3,000 


years with no more attention than a weekly 
winding up of ite seven weights and an 
The clock is said to be 
accurate to within tour-tenthe of a 


occasional oiling. 
second 
in S00) veares. 

Jens Olsen, the 
designed the timepiece, died in 


mechanic who 
1945 alter 


having spent most of his life working on 


Danish 


his masterpiece, Since then, construction 
of the 


Otto Mortensen of the Copenhagen Ineti- 


clock has been in the hands of 


tute of Technology , 
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Schick's New Factory in Lancaster, Pa. 
Most Modern in Electric Shaver Industry 


we ter 





Newly erected plant of the Schick Corp. in Lancaster, Pa., is world's largest electric shaver 
factory. 1¢ houses all of the company's general office, production and storage facilities. 


The new plant of Schick, Inc., at Lan- 
caster, Pa., is said to be the world’s larg- 
shaver plant. 


most modern electric 


The company’s manufacturing operations 


east, 


were moved to Lancaster from Stamford, 
Conn., during the summer. 
Designed and built by the Austin Co. 


of Cleveland, the structure contains over 
140,000 feet of floor space, housing office, 
production and storage facilities. The new 
luilding is so laid out, company officials 
state, that additions can easily be made 
at a later date. 

Kenneth C. Gifford, Schick's board 
chairman, stated that it only 12 
months ago that company directors author 
the Austin start the design, 
engineering and construction of the new, 
smgle-story layout. Finished on 
the plant and offices provide approximately 


was 


ized Co. to 


schedule, 


double the space of the company’s former 
plant at Stamford, 

Nearly 1,000 are already em- 
pleyed by Schick in Lancaster. This puts 
the company within the half-dozen 
industries of the Lancaster the 
largest to settle there in nearly a decade. 


persons 


lop 
area and 


The plant is situated on what used to 
four miles east of 
Route by ‘pass 230. It 
was selected by Schick after an extensive 
survey the 
that relocation and expansion offered the 


be a 56-acre farm 


Lancaster on U, S. 
engineering established fact 
only answer to problems faced by the com 
pany in an increasingly competitive indus 


try. 

Already installed in the plant is ad 
vanced electronic equipment, engineered 
and developed by Schick, which is ex 


pected to have an impact on the future 
of the shaver industry. 

The plant makes use of special pre-fab 
ricated, insulated aluminum paneling for 
the side walls, supported by base walls 
of Norman brick. Polished 


encloses one corner, of 


marble com 
pletely the office 
building from planted boxes at the ground 
level to the roof line on ecither side of the 
aluminum and glass-enclosed lobby. The 
balance of the office building and the 
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cafeteria exterior are enclosed with extra 
length Norman face brick, providing an 
interesting contrast with a gold-streaked 
tan marble. 

In the design and layout of this plant, 
every consideration was given to the em 
ployees’ comfort, both during work and 
during recreational periods. 


HEAD SHAVER CO. 





Kenneth C. Gifford (left), chairman of the 
board, Schick Inc., has been with the com- 
pany since 1940. After serving as vice- 
president in charge of sales and advertising 
for three years, he was made president in 
1942 and boerd chairman in 1954. He is 
credited with being the first to apply prin- 
ciples of appliance merchandising to elec- 
tric shaver industry. Joseph B. Elliot (right), 
president, came to Schick from RCA in 1944, 
He rejoined thet organizotion in 1945 os 
general manager of the home instrument 
department and became vice-oresident soon 
after. He resigned from RCA in August 
1954 to become president of Schick, of 
which he hed been o director since 1950. 


Four convertible ventilating piatiorms 
are used for heating in cold weather and 
for controlled ventilation in warm weather. 

Fightfoot aisles with I8-foot clear 
height extend the full length of the manu 
facturing building. Fluorescent lighting is 
and rows 


in continuous semi-continuous 


fo maintain constant iUlumination. 














“RIVIERA™ 


TRAVEL CLOCK 








Exclusive slide-open travel case 
Handsomely finished in rich grain 

Arabian Ostrich with gold trim. 
30 hour pull-out alarm. 


Dial: vee? background with 
polished bands; gold dama- 
scene finish dial . . . black numeral 
track with luminous numerals. 

Des: (length 4” closed; height 
244"; depth 1%”) for space-econ- 


omy, safe packing. 
No. 540 Retail $9.95 


Add Federal Excise Tax to Sug 


gested Retail Price 
RIVIERA PACKS A PROFIT 
WALLOP FOR YOU! 


Here's why Riviera is a really 

“het” profit item. 

@ it's a brand new type of travel 
clock, just in time for the Ames 
market. 

@ it's a lux exclusive thet consumer 
research has proved your customers 


will go for. 

@ it's priced to sell at big profits 
for you. 
Talk stock with your distributor 


now, and be profit-ready. 
.2 
i, ws 
Mie 
al 


Ome Tied OL er eOTs | ime 









Se ae eeee eee eae ane eaaeenaeee 


Please send full information on your 
new Riviera Travel Clock; end neorest 
distributor. 
NAME, . 
COMPANY. 
sTeeer 
City: 


zomt STATE 


Department 20 


THE LUX CLOCK MANUFACTURING CO., INC. 
WATERBURY 20, CONNECTICUT 
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— : e o mplete range of loose cultured 
pearls in every size and quality, 






cheese TOGA pearls . . . the number 
one resource for dozens of fine jewel- 
ers and manufacturers everywhere. 
in addition te loose cultured peoris, 
Maurice Goidmen & Sons supply a 
complete line of necklaces, chokers, 
earrings, bracelets ond stickpins, all 
attractively boxed. 


& SINS 


10 W. 47th St. * New York, N.Y. 





, ae 


in 14K Gold 


A NAME TO REMEMBER 
FOR QUALITY, STYLE, 
PRICE. 


SOLD THRU LEADING WHOLESALERS 


PACET JEWELRY CO. 
3 Coentios Siip Mew York, N. Y, 





. 
Wh. 4-2629 


ARRINGS 





Be Convinced by Checking Our Bargain Price List 


TOOLS-MATERIALS 


Savings as never before on the 


MOOERN TECHNICAL SUPPLY ye 
Dept. 91CK, 55 West 42nd Siveet, New York 4, H. YT, 














Indian Jewelry 


Made by the Hapi, Navajo 
and Zuni Indians. 


Wholesale only. 
INDIAN CRAFTS 


WICKENHRUROG ARIZONA 
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International Silver Co. Breaks Ground 
For New $4,000,000 Plant Near Meriden 





Executives of the International Silver Co. take port in informal ground breaking cere- 

monies that mork start of construction of new $4,000,000 plant that company will build 

near Meriden, Conn. Seen in the picture (ir) are John B. Stevens, vice-president in charge 

of sales; L. F. Revere, vice-president in charge of manufacturing; E. C. Stevens, chairman 

of the board; Craig D. Munson, president; Roy C. Wilcox, executive vice-president; and 
H. C. Wileox, manager of product planning. 


Craig D. Munson, president of the In- 
ternational Silver Co.. Meriden, Conn., 
broke ground for a new $4,000,000 build- 
ing at an informal ceremony held on the 
outskirts of Meriden on September 6. The 
new building is designed to provide both 
ofice and factory space. 

Situated on an elevation providing a 
striking panoramic view, the new build- 
ing will accommodate 1,200 employees and 
consist of 340,000 square feet of working 
space. Approximately two-thirds of this 
floor espace will be for manufacturing use, 


Six Judges Chosen 
For Contest Marking 
Watch Inspection Time 


Six prominent jewelry and horclogical 
association leaders have accepted invita- 
tions from The Watchmakers of Switzer- 
land to act as judges in the “Watch In- 
contest. This year’s “Watch 
Inepection Time” and the contest are be- 
ing sponsored by The Watchmakers of 
the consecutive 


spection Time” 


Switzerland for seventh 
year, 

The judges are Edward L. Endman, 
president of the Watch Material Distrib- 
utors Association of America; Milton B. 
Freudenheim, president of the National 
Wholesale Jewelers Association; Seymour 
Greenberg, president of the National 
Jewelers Association; Oscar Kind, Jr. 
president of the American National Retail 
Jewelers Association; Norman Luth, presi- 
dent of the United Horological Association 
of America; and Howard Schrantz, presi- 
dent of the MHorolegical Inatitute of 
America. 

Watchmakers and jewelers entering the 











devoted to the production of silverplated 
hollowware. 

The two-story executive and general 
ofices portion of the new building will 
front on South Broad Street with a wing 
connecting with the manufacturing divi- 
sion. Modern features will include air- 
conditioning and a staff cafeteria. 

The exterior of the building will 
brick with the architecture as 
“modified contemporary,” and it is antici- 
pated that construction will be completed 
by December, 1956. 


be 


classed 


1955 “Watch Time” contest 
have been asked to answer the following: 
“Many jewelry are establishing 
effective jeweler-watchmaker sales-and-ser- 
vice teams to realize greater store profits 
and customer trafic. Wheat are you doing 
in your store to set up this team?” 
Valuable prizes are to be awarded con- 
sisting of, first prizes (one for the watch- 
maker group, one for the jeweler group), 
two Alpa-Alnea 35 mm. cameras 
with an approximate retail value of $460 
each, Second prizes (four for watchmakers, 


Inspection 


stores 


Swiss 


four for jewelers) consist of Seitz Jewel- 


ing Sete or Hermes Ambassador Version 
#3 office typewriters, each with an ap- 
proximate retail value of $175. Second 
prize winners may choose between the 
jeweling sets or the typewriters. Third 
prizes (twenty for watchmakers, twenty 
for jewelers) are Swiss Music-Box key 
rings. 

All entries considered worthy by the 
judges will be awarded “Honorable Men- 


tion” scrolls for store display. Watchmaker 
entries will be placed in competition with 
those of other watchmakers. 
tries will be grouped together in competi- 


tion for the jeweler awards. 


Jeweler en- 
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The federal government has declared 
war on illegal jewelry homework. 

The campaign will be waged in all the 
major jewelry producing centers, includ- 
ing Providence and the Attleboros, and 
New York and New Jersey. 

Battle lines were drawn at a meeting 
of the Wage and Hour and Public Con- 
tracts divisions of the U. S. Department of 
Labor, and representatives of the New 
England Manufacturing Jewelers’ & Sil- 
versmiths’ Association, 

Publicity on violations will be a part 
of the program. The Jewelers’ & Silver- 
smiths’ association has accepted the re- 
sponsibility of notifying the trade of the 
provisions of the law and will cooperate 
and solicit the cooperation of industry 
members in stamping out the illegal home- 
work practice. 

Wage-Hour officials warned that under 
provisions of the federal law, injunctions 
can be served on manufacturing plants 
which are distributing goods in interstate 
made in violation of the mini- 
mum wage and overtime provisions of the 
statute. After such an injunction the plant 
may not ship goods produced in violation 
of the act. 

lt was indicated that both civil and crim- 
inal penalties are available for use against 


comme;rce 


violators. 
The Department of Commerce divisions 


issued the following statement: 


its NEW . its DIFFERENT . its UNIQUE 


. | | 
STYLED FOR TODAYS LIVING 


lt hed to come! lt wes inevitable 
thet eventually someone would design 
e witeble display, specially made for 
the purpose i ~to display oa 
cherished memento — such as dad's old 
pocket wetch, wer or sports medol. 

Vat DISPLAYETTE will add dignity 
and rm to any decorotive setting. 

The  OISPLAVETTE is @ product that 
you will be prowd to show, with its 
beoutiful design and glowing finish, in 
solid walnut, mahogany or white maple 
(ne — 


The flest stores are feaiuring 
DISPLAYETTES 

all your jobber—he hes them — or 
will have them soon. e 





PATS 
PENDING 
So 


Sold thru leading wholesalers. 
Jobbers write for attractive prices 


GENERAL PRODUCTS CO. 
5013 FOREST HILL AVENUE 
RICHMOND 25, VA. 
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Department of Labor Attempts to Put Stop 
To Illegal Home Manufacture of Jewelry 











“New England Regional Director Leo A. 
Gleason, and the acting regional director 
of the New York-New Jersey Region, 
Frank J. Muench, met with Rhode Island 
Department of Labor officials and industry 
representatives to coordinate a drive to 
stamp out illegal jewelry homework in the 
jewelry manufacturing areas of New York, 
New Jersey, Connecticut, Rhode Island 
and Massachusetts. 

“*As enforcement officials,’ said Gleason, 
‘we are greatly appreciative of the coop- 
eration we have received and will receive 
from the industry, through its association 

the New England Manufacturing Jewel 

& Silversmiths’ Association,’ 

“This association, long in the forefront 
of the battle to eliminate illegal jewelry 
homework, was primarily responsible for 
the first law which prohibited this practice 
in Rhode Island. It was also one of the 
sparkplugs of a later drive to have home- 
work prohibitions enacted into the Federal 
Law. 

“Reports from both the New York and 
New England Regional directors indicated 
that this meeting with industry officials 
established that enforcement in all the 
major jewelry centers, including the New 
York-New Jersey area, is proceeding vig. 
orously. It was felt, however, that much 
more could be accomplished if a coor- 
dinated program with responsible mem 
bers of the industry could be initiated. 

“Publicity on violations was a part of 
the program. The association said it will 
accept the responsibility of notifying the 
trade of the provisions of the law and 
will cooperate and solicit cooperation on 
the part of industry members until home- 
work is no longer a threat to the legiti- 


mate manufacturer. 
“It was brought out that the usual 
method of illegal operation brings into 


play a ‘homework sub-contractor’ who does 
assembly, carding, or other work on a sub- 
contract basis for the manufacturing plant. 
He usually represents himself as a legiti- 
mate sub-contractor. He then distributes 
this work in homes. It is here that the 
evils of the practice become evident. 
Usually paid on a piece-work basis, the 
rates for homeworkers are far below those 
paid in a legitimate manufacturing plant. 
Overtime pay is unknown. Child labor is 
often employed, These low labor costs, 
together with an absence of any plant 
overhead, place the illegal homework sub- 
contractor in a favorable competitive po- 
sition. 

“Wage-Hour officials warned that provi- 
sions of the federal statute permit the 
issuance of a ‘hot goods’ injunction againet 
manufacturing plants which are distribut- 
ing goods in interstate commerce made in 
violation of the minimum wage and over- 
time provisions of the law. This injunction 
could be obtained against a plant, 
though the only violations of the law were 
on the part of the plant's sub-contractor. 
After such an injunction is issued the 
plant may not ship goods produced in vio- 
lation of the Act. 


event 






One source of supply 
for ALL your investment 
casting, melting and 
polishing needs! 























MATERIALS 


Investments for cast- 
ing gold, silver, plati- 
num, and other non- 
ferrous metals. 


Waxes in a wide 
range of types to as- 
sure high-quality pat- 
terns in rubber or 
metal molds. 


Top quality rubber 
mold materials. 
Complete line of pol- 
ishing compounds. 





ACCESSORIES 


Plexiglass Bell Jars 
Tongs 

Melting Torches 
Bar Cutters 


Melting Crucibles 
Casting Crucibles 
Safety Goggles 
Asbestos Gloves 





EQUIPMENT 


Vulcanizers 

Wax Injectors 
Vacuum Machines 
Melting Furnaces 


Burnout Ovens 
Program Controls 
Casting Machines 
Polishing Machines 






ALEXANDER SAUNDERS & CO. 


17 Hedtord Street New Tork 


WAtkinse 4-BBBEY& 






















































































‘She shall have music... 


Wedding Bells” 
» teal 


chime softly in gold or silver 


14K YELLOW GOLD 






The eorrings $865,000 
The bracelet 60.0 
The charm 90.00 
STERLING 
SILVER 


The earrings $10.00 


The charm 8.00 
plus 
10% Federal Tax 


At leading stores, or by mail from 
GUGLIELMO CINI, Inc, 
561 Boylston S., Boston 16, Mass, 


Latest Com original, inspired bridesmaids 
silver or golden anniversary or Christmas 
gilt. Initial order, sterling, 3 pairs earrings, 
» bracelets, 3 bell charms, plas bell dispiay 
stand, $33.24. Immediate shipment. Wire 
or write teday. Guglicima Cini, Ine., 961 
Raviston Si Kasten, Ma 





SPRING BARS 


IMPORTED DOUBLE SHOULDER, 
DOUBLE FLANGE 
AND TELESCOPIC 
WE GUARANTEE EXACT SIZE 
COMPLETE STOCK OF EVERY SIZE 
ALWAYS ON HAND 
FOR IMMEDIATE SHIPMENT 


LEO SILBERG 


Telephone: Worth 2-1993 
93 Nesseuw $?. New York 38, WN. Y. 





































ACON 


THE GUARANTEED WATCH vont 


ON ,, WATCH CROWN C0. 
50 Fidridge o Gaie York 2, WN. 
Geld filled Crewns ee 


foaeicte Ree 
ise ing inleding mernece 
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SWISS WATCH GROUP STAGES FASHION PARADE 








This was the scene at the "'55 Fashions in Time” 


watch to a group of the quests. 


The eightn watch fashion show spon- 
sored by The Watchmakers of Switzerland 
in the past five years played host, recently, 
to more than 200 editors, writers and com- 
mentators for United States and foreign 

newspapers, magazines, trade 
and television and radio net- 
works. Entitled the “55 Fashions In 
Time” show, it featured the latest in fine 
Swiss watches for both sexes. 

Staged in the Cotillion Room of the 
Hotel Pierre during New York “Press 
Fashion Week,” the show featured Swiss 
watches of all types, on live models and 
in stationary exhibits. Six female models 
and two male models matched watches to 
their respective dresses and outiits, cover- 
ing fashion categories from high fashion 
and cocktail to career and sportewear, The 
models circulated among the guests and 
showed and described the watches they 
were wearing. The exhibits were used to 
highlight Swiss watch fashions and pointed 
up the tremendous range of timepiece 
types available to today’s consumers for 
every costume and occasion. 


syndicates, 
journals, 


show staged by the Watchmokers of 
Switzerland, recently, at the Hotel Pierre in New York. More than 200 representatives of 
the press, radio and TV attended. Seen in the left foreground, is a model showing her 


Wetch displeys can be seen at the left and rear. 


was shown that color and 
worked into 
designs in 


The audience 
styling have 
jeweled-lever watch 


been Swiss 
order to 
make special-feature watches even more 
suitable for the wearer than in the past. 

One of the exhibits at the show, which 
received much attention from the guests, 
contained special and unusual Swiss 
watches—the world’s smallest, the thinnest, 
most complicated, alarm, moonphase, chro- 
nometer, chronograph, underwater and 
others. This group of timepieces collec- 
tively showed the inventiveness, ingenuity 
and craftemanship of the watchmakers of 
Switzerland. 

During the course of the show, special 
television and radio 
stories with editors from 
all parts of the United States to give 
maximum impact to the jeweler’s watch 
promotion efforts at the local level. 

Publicity in newspapers, magazines, on 
radio and television, is now being seen 
and heard by consumers throughout the 
country as a result of The Watchmakers 
of Switzerland show. 


newspaper, magazine, 


were discussed 
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annew’s Orchestral a een 
Starts Coast-to-Coast Tour 


Mishel Piastro, conductor of the Lon- 
gines Symphonette, has again assembled 
the members of the famous musical group 
for another coast-to-coast tour. For the 
sixth consecutive year, the ensemble will! 
play programs of orchestral music in 
towns, villages and big cities all over the 
country. 

The success of the annual tours is said 
to be a tribute to the popularity of the 
group during its years of nationwide radio 
and television performances. Each tour 
is conducted as a separate commercial ven- 
ture and every appearance is guaranteed 
by a concert group, college or university 
or local concert management. 





Film on Gold Filled 
is Produced by RKO 


Under the title “Golden Glamour,” 
RKO has produced a film describing the 
evolution of gold filled metal. Produced 
by Jay Bonafield, the film is in two reels. 
It will be released for theater showings 
starting on October 14, according to Sid- 


ney Kramer, RKO short subjects sales 
manager. 
The story of “Golden Glamour” shows 


how 200 years ago a lucky accident in 
England led to the Sheffield process of 
bonding a precious meta! to a base metal. 
Viewers of the new movie are taken 
through modern manufacturing plants 
showing gold filled metal being styled as 
decorative accessories. 
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Providence Manufacturers 
Report Peak Employment 
Due to Volume of Orders 


Jewelry production employment is ex- 
pected to set an all-time high in Providence 
this fall. 

The industry is expecting an exception- 
ally good season, and already has used 
up the pool of experienced help in the 
area. Since early in August, manufacturers 
have been accepting unskilled workers and 
employing job simplification programs to 
utilize them to the best advantage. 

The goed fall business outlook stems 
from the inflow of orders since the vaca- 
tion period in July. 

Unlike a year ago when orders were 
concentrated on beadse—particularly the 
long ropes—buying this season has in- 
cluded many items from their lines. This 
is considered a healthy sign. There is a 
complete absence of “hot” items. 

One manufacturer reported that he has 
never heard so many salesmen remarking 
about the spread of their orders. Also in 
the picture are a variety of means being 
used by the manufacturer to sell his 
jewelry. 

There are instances in which the number 
of distributors of a company have been 
sharply reduced to eliminate overlapping 
and price cutting, 

The effect has been satisfactory, accord- 
ing to reports. The smaller number of 
distributors have had the incentive to put 
more effort into promotion of his limited 
lines, and the retailer in turn has been 
encouraged to buy, having the confidence 
that price cutting by overlapping distrib- 
utors would not result in undesirable com- 
petition. 

The jewelry shows conducted in Provi- 
dence for the wholesaler group have had 
an effect on raising volume, also. Manu- 
facturers get their new lines out earlier. 
They also are putting more emphasis on 
design as the result of two show deadlines 
each year and their desire to complete 
for the wholesalers’ attention. 

Employment in Providence was running 
15 to 20 per cent ahead of a year ago dur- 
ing the month of August. Hiring continued 
in high gear. Some of the firms reporting 
the highest gains in employment also note 
that they are sub-contracting polishing and 
electroplating work this year for the first 
time, 

Expected then, is increased employment 
not only in the well-established factories, 
but also in the small shops that depend 
on en overflow from the big shops for their 
existence, 

Taking all factors into consideration, it 
appears that the peak employment hgure 
set last October will be broken this fall, 
witn the total passing the 27,000 mark. 





Retail sales in August totaled $15.4 
billion, down $100 million from the pre- 
ceding month. After adjustment for sea- 
sonal factors and trading day differences, 
sales show no change from July and were 
about 9 per cent above August, 1954. 
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Watchband Maker Announces 
Signing of ‘Give-Away’ Show 


The Speidel Corp. has announced the 
signing of the contract for a new tele- 
vision show to be sponsored by the com- 
pany. Entitled “The Big Surprise,” the 
show will follow the “give-away” format 
and it will include a running prize ofl 
$100,000 from week to week. 

Company officials say that the newly 
signed program will be “a jeweler’s show,” 
that it will participate in philanthropy and 
will support many worthy causes. Accord. 
ing to the company, the show is expected 
to draw a greater audience than “The 
Caesar Hour,” sponsored by Speidel last 
year. 

The first show, scheduled for October 
8, will kick off the first TV advertising 
for the new line of Speidel men’s jewelry. 
It will be seen at 7:30 P. M. New York 
time over a nationwide NBC-TV network. 


St. Louis Jeweler 
To Open Second Store 


Kiefer’s Jewelers, 5204 Gravois Ave., 
Saint Louis, Mo., will add another this 
month in Hampton Village. The new unit 
will have a 3,000 square feet area and will 
be constructed of brick, glass and alu- 
minum. 

Founded in 1919 by Eugene W. Kiefer, 
the firm is now operated by the senior 
Kiefer and two sons, Eugene M. and Wil- 
liam F. Kiefer. 








Fine Cultured 





IMPORTERS FOR: 
JEWELERS * MANUFACTURERS 
WHOLESALERS + DEALERS 


William & Sidney Spector, Inc. 
665 Fifth Ave., New York 22, N.Y. 


Plaza 3.-2032-3 


JAPAN BRANCH: 
2% ichigochi, i-chome, Shiba Keen, 
Mineto-Ku, Tokye, Jepen 

















basic 
trade 
advertising 


JEWELERS ° 


BUYERS 
GUIDE 


- USED —*For Daily Reference 
¢ USED 
a USED —The Entire Year ‘round 


*Of 5,000 firms surveyed, 64.6% eated they aod the 1.5.6, 


dally or at least ence « week. 
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Rare Diamond Collection of 1,500 Carats 
To Aid Students at Gemological Institute 


The Gemological Institute of America 
has announced that it recently received the 
gift of the Oppenheimer Student Collec- 
tion of over 1,500 carats of rough dia- 
monds, The collection was given to the 
Institute, located at 541 South Alexandria 
Ave., Los Angeles, Cal., by the Diamond 
Corporation. 

The transfer of the gift was authorized 
by Sir Ernest Oppenheimer, chairman of 
the board of the Diamond Corp. Ltd., of 
London and the Union of South Africa. 
The collection has an importance to jewel- 
ers throughout the industry because it will 
be used for the expansion of the Institute's 
diamond grading and evaluation training. 

Included in the collection is a wide range 
of shapes, sizes and qualities representing 
colors from collection to eighth (color 
grades employed by the Diamond Trading 
Company), clarity grades from glassies to 
fifth spotted, and crystal shapes from sym- 
metrical octahedra to distorted macies. 
Individual crystals range in weight from 
over 23 carats to stones several to the carat. 
Among the stones included are macles of 
23.06, 22.23, 19.48, and 15.68 carats and 
octahedra of 15.99, 13.14, 10.50 and 10.43 
carate as well as several others from six 
to nine carats each. There are several hun- 
dred carats of bort crystals. 

The collection was first loaned to the 
institute for demonstration purposes a 
number of years ago. By giving the col- 
lection to GIA, the Diamond Corporation 
has made it possible to have some of the 
stones cut to increase the number of dia- 
monds available for class appraisal work. 

This will provide over 200 additional 
stones in sizes from about .20 to 2,50 
carats. This cutting will be done according 





to specifications drawn up to duplicate the 
general range of cutting proportions and 
qualities now represented in the stones 
offered to the retailer by all types of dia- 
mond sources. In other words, various 
makes from ideal to spread, to those with 
symmetry faults, poor angles, and various 
other proportion and finish irregularities, 
will be represented so that evaluation and 
regular class students will be able to ap- 
praise a complete cross section of what 
is available in the market. 

In announcing receipt of the gift, Rich- 
and T. Liddicoat, Jr., director of the Insti- 
tute, said: “This forward-looking and 
generous act by the Diamond Corp. will 
make it possible for the Institute to in- 
crease the number of popular ‘diamond 
evaluation’ classes and to make them avail- 
able in more cities throughout the country. 
We can only regard this gift of the Oppen- 
heimer Student Collection as an endorse- 
ment of the effectiveness of the GIA 
diamond training program.” 


Retail Jewelers Group 
Holds Annual Meeting 


The Nerfolk and Portsmouth Retail 
Jewelers Association held its annual meet- 
ing recently at the Suburban Country Club, 
Portsmouth, Va. At the meeting, S. D. 
Hardy, president, announced his retire- 
ment after four years in office. Elections 
of new officers will take place at the Oc- 
tober meeting of the association. 

Also present at the September meeting 
were 12 retail jewelers from Newport 
News, Hampton and Warwick, Va., who 
were guests of the association. 


50 YEARS OF JEWELRY STYLES ON PARADE 





“Jewelry Fashions Yesterday and Today’ 


was the theme of the fashion show staged by 


Martha Percilla, fashion director of the Jewelry Industry Council, at the 50th annual con- 
vention of ANRJA thet wos held at the Waldorf Astoria Hotel in New York last month. 
The show marked the association's golden anniversary by showing changing styles of jewelry 
over the past half-century. In the final scene from the show, illustrated here, models display 


jewels from Lombert Bros. 


Tiffany and Co., 


Cartier and Van Cleef and Arpels. 
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Minnesota Jewelers 


Hold Annual Convention 
And Elect New Officers 


The 5lst annual convention of the Min- 


nesota Retail Jewelers Association. 


in con- 
junction with the 9th annual Northeast 
Jewelry Trade Show, was held August 


28-30 at the Nicollet Hotel, in Minneapo- 
lis. A higher registration of retail jewel- 
ers than at last year’s sessions was re- 
ported by officials of the association. 

The opening session of the convention 
was a luncheon meeting in the Terrace 
Room with President William P. Stiles 
presiding. Tom Hodgson, of Minneapolis, 
executive vice-president of the Minnesota 
Retail Federation, spoke on “The Retailer's 
Stake in the Future.” The speaker dis- 
cussed the changing aspects of the econ- 
omy as they affect the retail merchant. 
and exhorted jewelers to get out of their 
stores and to become more active in the 
political and civil life of their communi- 
ties, 

The opening talk was followed by the 
showing of a new film, entitled: “Shop- 
lifting,” which depicted actual scenes of 
shoplifters in action. 

The evening business session featured a 


talk by Mrs. Irene L. Brown, representing 
the Bergman and Lefkow Insurance 
Agency—the agency that has developed a 


eredit insurance plan in conjunction with 


the ANRJA. Mrs. Brown explained the 
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plan and said that the industries that had | 


received the biggest share of the expand: 
ing markets were the ones who had recog- 
nized the necessity for expanded credit 
selling. She said that the plan was the 
result of 10 months of work by members 
of her firm. 

The next speaker was Ben Heald, execu- 
secretary of the Wisconsin Ketail 
Jewelers Association. A former jewelry 
retailer and currently a lawyer, he has 
been devoting his time to the campaign, 
sponsored by the Wisconsin RJA, 
the dispersion of jewelry merchandise sales 
He said that the re- 


tive 


from jewelry stores. 


tail jeweler now accounts for only 22 per | 
cent of the sales of jewelry store merchan- | 


dise, according to government statistics, 


to stop 


Mr. Heald continued by saying that the | 


public had lost faith in the jeweler and 
that surveys made among consumers in- 
dicated that a large percentage of the 
buying public preferred to buy watches, 
silverware and other items, 
other than jewelry stores. 
The business session on the following 
day was given over to a program dealing 
with examination of excise taxes. L. E. 
O'Connor, Jr., of the International Rev. 
enue Service, Minneapolis, gave the gov- 
ernment side of the story, and Thomas 
of Minneapolis, attorney and tax 
the retail jeweler’s 


Venom, 

expert, represented 

point of view. 
Maurice Adelsheim, Jr., 


vice-president of 


of Minneapolis, 
regional the ANRJA, 
gave a general talk on the various prob 
lems besetting the retail jeweler today. He 
said that the health of the jeweler de 
pended on strong state association mem 
bership and strong support of the ANRJA. 
Mr. Adelsheim recommended the creditor 
group and also dis 
" the industry- 


insurance 
cussed “Operation Cherub, 
wide promotion sponsored bw the Jewelry 


program 


Industry Council. 

The meeting closed with the nomination 
and election of officers and directors. Wil- 
liem Stiles, retiring president, was given 
a standing ovation for his untiring efforts 
on behalf of the during the 
past three years. 

Newly elected officers were 
Redwood Falls, president: William A. 
Weld. Minneapolis. vice-president: Carl O. 
Peterson, Brainerd, secretary; and Charles 
Vunn, Crookston, treasurer. 

Directors nominated were John Gehlen, 


association 


Clem Hillie. 


New Prague: Don Elmauist. Willmar; 
Stanley S. Smith, Minneapolis; Frank 
Hoff, St. Paul: Carl F. Berger, Traev: 


William Skogg. Duluth: Mathew Miltich, 
Grand Rapids; Oscar Welander, Fergus 
Falls: Barth Wagenstein. Thief River 
Falls, and Tom Stafford, St. Cloud. 





Relocates During Remodeling 


The Morgan Jewelry Co. 121 South 
Washington Ave., Lansing, Mich., is tem- 
porarily located at 111 South Washington 
Ave., while remodeling is taking place. 
J. Stanley Nixon, general manager of the 
credit jewelry firm, attended the recent 


ANRIJA convention in New York. 


from sources | 
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Do It With 
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. A GRACE SALE OR AUC. 
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ly, profitably 
re wi dignity. 
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SELLING EXPERIENCE 
enables me to guarantee 
profits on every sale, even 
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ally low cost of my ser- 
vices. 


, ALL SALES HAVE MY 
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SION and are 


in a manner to guard the 


reputation and prestige of 
your store. 


‘ ALL SALES PROBLEMS 
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advertising, public rela- 
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organization of the sales 
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maximum potential of 
every sale. There is no 
need for any work or wor- 
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F For more information on 
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tem can help you with no 
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NEW YORK, N. Y. 
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> Members of the board of directors of 
the Boston Jewelers Club met at the Stat- 
ler Hotel on September 13 and mapped 
plans for the annual beefsteak dinner to 
take place at the Statler November 4. 

> Teams of the Boston Jewelers Bowling 
League opened the new season September 
13. Previously, regular sessions had been 
held at the Boylston Bowladrome, but too 
few games had been played to select pos- 
sible winners. 

> Members of the New England Guild, 
American Gem Society, met for their first 
fall gathering at the University Club and 
held their annual election of officers. 
These will be announced next month. 
Prof, Cornelius Hurlbut gave an illustrated 
talk on his recent trip to the diamond 
mines of South Africa. 

> William Shreve, of Shreve, Crump & 
Low, hase been named secretary of the 
American National Retail Jewelers Asso 
ciation. William Preston, Sr., of Preston 
& Sons, Burlington, Vt., has been named 
regional vice-president, succeeding Mr. 
Shreve in that post. 

> Members of the 30 Club, a social club 
of Greater Boston jewelers, held their first 
fall meeting at the Hotel Somerset on Sep- 
tember 6, with Hareid W. Barry, of Barry 
& Epstein, 400-401 Washington Building. 
presiding as president, 

> Beal's Jewelers, Elleworth, Maine, have 
just completed remodeling and moderniza 
tion of their store. 

> As this issue went to press, the Boston 
Gift Shows at the Parker House and the 
Hotel Statler were in full sewing. At the 
Parker House, the firm of Louis F. 
(,uiness, 711 Jewelers Building, was hand- 
ing out a very useful souvenir—-a« plastic 
change purse that caused many a laugh. 

> The Thomas Long Company, Inc., Bos- 
ton, has been undergoing changes in its 
organization, with the firm name remain- 
ing the same in handling retail jewelry 
business, and with two subsidiaries under 
the parent corporation. The wholesale di- 
vision will be known as the Thomas Long 
Corporation, and the lease-departments di- 
vision will be known as the Thomas Long 
Jewelry Corporation. Roy Hoflses, of the 
retail shipping department, has been con. 
fined to the Massachusetts General Hos- 
pital with polio, 

> The history of the Shreve, Crump & 
Low jewelry store over the past 160 years 
was reviewed, with pictures, in the August 
issue of Guilds, publication of the Amer- 
icah Gem Society. The various moves and 
changes in the organization, from its be- 
ginnings, in 1796, were traced in the ar- 
ticle. 

> The firm of Alfred F. DeScenza & Son, 
609.610 Washington Building, is drawing 
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up plane for expansion into Room 608, 
occupied until October 1 by the L,. 5. 
Glidden Company, and into Room 611, 
vccupied up to this time by William J. 
Corsaro. David Sullivan, salesman for the 
DeScenza firm, was knocked down by a 
hit-and-run driver and suffered a broken 
bone in his foot. He is back at work, on 
crutches. 
> Quarters formerly occupied by the Col- 
ton-Lewis firm in Room 702, Jewelers 
Building, are being divided into two rooms 
702 and 702-A. William J. Corsaro, 
Room 611, will move inte Room 702 early 
in October, Hagop Bechakian, who has 
shared quarters with Nazarian Brothers, 
815 Washington Building, will move into 
Room 702-A when it is ready. Mr. Becha- 
kian specializes in platinum jewelry. Na- 
zarian Brothers plan to enlarge their quar- 
ters to include Room 615-A, when it is 
vacated by Bechakian. 
> Louis Striar of Bangor, Maine, has been 
confined to the Eastern Maine General 
Hospital following a heart attack. 
> Quarters formerly occupied by Arthur 
Melnick in Room 516 Washington Build 
ing, are being divided into two rooms 
516 and 516-A. The L. S. Glidden Com 
pany, Room 608 Washington Building, 
will move into Room 516 when completed. 
> Mrs. “Bill” Wilmot Schwind, of the 
RK. C. Jewelry Company, Rumford, Maine, 
is serving as chairman of the Rumford 
Hospital Fair this fall, the theme of which 
is the United Nations. She has been so 
liciting products from every state in the 
country 
> Donald F. Trask, jeweler of Ludlow, 
Vermont, suffered injuries in an automo. 
bile accident when the car in which he 
was riding went out of control during 
Hurricane Diane's storm on August 18. 
He was on his way to White River Junc- 
tion to attend a Volunteer Firemen’s con- 
vention. 
> Ernest J. Davignon & Sons, Holyoke, 
Mass., moved to a new first-floor location 
at 211 High Street during September, and 
held a formal opening. The store has an 
unusual flagstone center, filled with grow. 
ing plants and flowers. 
» Fred Allen, jeweler of Claremont, N. 
H., has completed the remodeling of his 
store and has put in a new line of glass- 
ware. 
> Numerous changes have taker ploce in 
the layout of the clock and silverware 
department of the D. C. Percival Com- 
pany, with new lights, showcases, and 
peg-board displays being installed. David 
C. Percival U1, grandson of the company 
head, and sen of David, Jr.. entered Mid. 
dlebury College, Middlebury, Vt., this fall, 
preparing to follow in the footsteps of his 
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father and grandfather. Ralph Bold, com- 


pany salesman, entered the Milton Hos- 


pital, Milton, Mass., just after Labor Day, 


for observation. 


> Three Boston wholesalers Mahar & 


Engstrom, 405-412 Jewelers Building; 1. 


Alberts’ Sons, 8th floor Jewelers Building; 
and the D. C. Percival Company, 2nd 
floor, Jewelers Building ap- 
pointed exclusive distributors in this dis- 
trict for the Gemex line of watch brace- 
lets and straps. 

> Henry Kamlot, 307-11 
Building, a skier, 
from his company for five weeks when he 
twisted a ligament in his left leg while 
at work. “It was worse than anything | 
ever got skiing,” he says. 

> Hub Material Company, 408-11 Wash- 
ington Building, have taken on a new 
line of Binson Straps and J-B bracelets. 
> Edward Hill, formerly 
with Roger Tremblay Store 
Danvers. Mass., is now 


have been 


Washington 


veteran was absent 


watchmaker, 
Jewelry in 
in charge of the 
watch repair department at Filene’s de- 
partment store, Boston. 

> Walter Johnson, jeweler of Northamp- 
ton, Mass., who broke his leg recently at 
his home, is back at 
his leg still in a cast. 
> John H. Grecoe, jeweler of Andover, 
Mass., moved to a new location next door 
on September 1, 

> Miss Anna Egan, associated 
sister Catherine Egan, of the Edmund W. 
Kirby Company, 304 Jewelers Building, 
was married Aug. 16 to Henry C. Fitz. 
gerald, and left the firm. Vincent 
Dailey, formerly with the Kirby 


pany, and now studying for the priest 


work in the store. 


with her 


has 
Com 


hood, has just been awarded a four-year 
full scholarship with the North American 
College, Rome. 
there in 1958. 


and will be ordained 


> The firm of Mendelsohn & Terban, 
412416 Washington Building, has won 
another cruise trip for sales promotion 


work, this time from the Fellers Air-Con 
ditioner Company. Inasmuch as Mr. and 
Mrs. Bernie Mendelsohn on the 
previous cruise to the Bahamas, Mr. and 
Mrs. Albert Terban are planning on tak 


went 


ing the newest prize trip, a seven-day 
flight to Jamaica, B.W.J., and return. 
Oct. 25. Miss Anne Tanenbaum i« a new 


bookkeeper with the firm, replacing Mrs 
Myrna Kamin. 

> Miss Claire Torty is a new secretary 
with the J. and S. S. DeYoung, Ine 
517 Washington Building. 

& Arthur 5. Kelley, treasurer of Norling 
& Bloom, 809 Washington 
turned to work after an extended illness. 
and then, with Mrs. Kelley, spent a week 
at Colebrook, N. H., and a week at Tim 
Pond, Maine, trout fishing. They reported 
“very good luck.” 

> The firm of William J. Smith, Inc.. 30] 
Jewelers Building, reopened on Septem. 


. firm. 


Building, re 


ber 8 after being closed for two weeks 
for vacation. 

> H. P. Zeininger, 811 Washington Build. 
ing, closed his office for two weeks’ vaca- 
tion in the Adirondacks, reopening the 
first of September. 
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> Attracting wide attention at the Bige- 
low-Kennard store in Boston's Back Bay 
is the line of Granddaughter and 
Grandmother clocks from the Elliott 
Clock Company, London, England. Both 
have interchangeable chimes, making it 
possible to sound both the Westminster 
and Whittington chimes. 

> Julius Millman, of 513 Washington 
Building, has completed negotiations for 
selling his share of the former Roger Du- 
mont store, Brockton, Mass., to his part- 
ner Philip Menelly. 

> Fred Kunz, associated with his father, 
Frederic C. Kunz, Sr., in Room 708, Wash- 
ington Building, is hobbling around on 
crutches, his foot in a cast following an 
accident in which he broke several bones 
>» Mr. and Mrs. Mario Lopardo, jewelers 
of Exeter, N. H.. vacationed for the month 
of August at Nubbin Light, York, Maine. 
> Mrs. Glenna Pratt, jeweler of Bangor 
Maine, has moved her store from 11 Ham. 
mond Street to 15 Cross Street. 

> Dave Rosen, of Crown Jewelers, Bangor, 
Maine, is back from a successful fishing 
expedition in the Rangeley Lakes region, 
> Following the opening 
new store in Room 602, Jewelers Building, 
by Louis R. Amoroso, the firm of Amorose, 
Menard & McConnell, 294 Washington 5t.. 
Koston, has been undergoing a change 


new 


recently of a 


name, and will be known hereafter as 
Menard & McConnell. 
> Sam Russakoff, jeweler of Skowhegan, 


Maine, has just returned from a European 


trip. 
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NEW HECO 
400 DAY 
LANTERN CLOCK 


#1118 
7a" a GY" 
with spring wound 
movement; has 
attractive silverdial 
with raised gilt 
modern Figures. 
Unbreakable 
Plexiglass 
on 4 sides of brass 
case has engraved 
design. Handle on 
base of new safety 
lock releases and 
starts preassembled 
pendulum. 


To retail at $39.00 


Ask for new complete 
Catalog and price list. 
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TREATED 
DIAMONDS 


in beautiful green and 
golden colors of high bril- 
liance. 


Write for folder on 


"The Story of Cyclotron 
Treated Diamonds” 


THEODORE MOED 
An Origine! Distributor 
10 West 47th S$?. 


New York 34, N. Y. 
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> Herbert 5S. Fischer, of Abraham J, 
Fischer and Son, 133 South 8th St, has 
been made a partner in the firm, which 
specializes in pearl and diamond jewelry. 
> Samuel Katz, 80144 Walnut St., is now 
located on the ground floor with an en- 
trance on Walnut St. 

> Miss Elaine Cooper, of Fred J. Cooper, 
inc., 109 South 13th St, has announced 
that the firm will again sponsor a half- 
hour radio program every Tuesday night 
from 7:30 to 8 o'clock. The program 
will start in September and will bear the 
title: “Gems of Music.” It will be heard 
on FM, 

> Edward A. Farnan, Sr., of Edward A. 
Farnan Sons, 101 South llth St., recently 
returned from a cruise in the Caribbean. 
The store has installed air conditioning 
and the displey windows have been re- 
modeled to include. sliding glass panels. 
> Simpson's, 116 South 12th St., have in. 
stalled new fluorescent lighting units. The 
walls of the store were recently repainted 
a light blue and the ceiling has been 
decorated with a drak blue motif, 


Associated Barr Stores 
Open Branch in Chester 


On September 8, Associated Barr Stores, 
Ine., opened a new store at 519 Market 
“t.. in Chester, Pa, The new unit brings 
the total of Barr stores in the Philadelphia 
area to eight, 

On hand for the opening ceremonies 
were Ralph W. Swartz, mayor of Chester, 
and Dick Clark, master of ceremonies for 
Barr's “Diamond Theatre.” 

On opening day a total of 5,000 leather 
wallets and pieces of costume jewelry were 
given to well-wishers who visited the 





premises. 

The new store is built of pink marble 
and black Carrara glass with a bronze 
metal trim. Attention is drawn to the 
store's exterior by a large sign that in- 
cludes a flashing diamond and a Bulova 


clock, 


Wichita ‘Discount House’ 
Told to Observe ‘Fair Trade’ 


A permanent injunction compelling a 
Wichita, Kansas, “discount house” to ob- 
serve Fair Trade prices in Sunbeam Corp. 
appliances has been granted by Judge 
Delmas C. Hill in United States District 
Court in Wichita. The defendant was 
Keeney'’s Weat City, Ine. 

The order was issued after Sunbeam and 
the defendant filed a stipulation whereby 
the retailing concern will not offer Sun- 
beam appliances below the stipulated re- 
tail price and agreed to pay cost of liti- 
gation. Sunbeam dismissed its action for 
an accounting of alleged damages sus- 
tained in the past. 
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S. Kind and Sons Announce 
New Shopping Center Store 


Plans for a new store to be located at 
the Bala-CCynwyd Shopping Center, in 
Philadelphia, have been announced by 
5S. Kind and Sons, prominent Chestnut 5t. 
jewelers. It will be the firm’s first branch 
store. 

The new unit will be one of ten new 
stores at the center, located at City Line 
and Belmont Avenues. Already open 
there, are stores of Lord and Taylor and 
the Penn Fruit Co. The new Kind store 
will carry the same merchandise as the 
downtown store, Ample parking space is 
promised for the new unit, which is cur- 
rently scheduled for a spring opening. 


TIME JET FLIGHT 





British airmen Peter Moneypenny and John 
Hacket recently flew from London to New 
York and back in 14 hours, 2! minutes and 


45.4 seconds. Their record-breaking flight 

was timed on this side of the Atlantic b 

William Zint, Longines-Wittnauver technical 

director, who is also an official of the Ne- 

tional Aeronautical Association, and also 
by Longines officials in London. 


Genevans Present Watches 
To Visiting Statesmen 


Visiting heads of state who attend the 
Big Four Conference in Geneva, recently, 
with identical Vacheron 
watches by a group of 
who represented the 


were 
and Constantin 
prominent citizens 
city, 

A letter accompanying 
pleaded with the recipient to accept this 
“special creation of Geneva horology and 
high precision” as a souvenir of his visit. 


presented 


each watch 


- 


Open Another Store 


Jack Rosenthal, of Roston Jewelers, 3rd 
and Jefferson Sts., Dayton, Ohio, has an- 
nounced the opening of a new store located 
at 40 Seuth Main St., Dayton. Opening 
date was September 9. 
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Sub-Committees Named 
By Industry Tax Group 


James M. Rudder, chairman of the Jew- 


elry Industry Tax Committee, has an- 
nounced the appointment of working sub- 
committees in preparation for an all-out 
effort to gain relief from the jewelry ex- 
cise tax. 

At the same time, Mr. Rudder urged 
all levels of the industry to help support 
the work of his committee and added that 
at this time funds for 


work of the 


carrying on the 


group were very low and 
contributions were urgently needed. 

Mr. Rudder assumed chairmanship of 
the executive committee. 


members: G. H. 


named the 
Niemever, 


and 
following as 


W. Waters Schwab, James B. Dickey. 
Benjamin B. Rudolph, Osear Kind, Jr. 
and Seymour Greenberg. 

Members of the program and policy 
committee are: Mr. Dickey, chairman: 
Victor Paul, Raymond Wells, Fred B. 
Dreifus, Benjamin G. Rudolph, Arnold 
Schiffman, Donald Leach and James G 
Shennan. 


Appointed as members of the industry 
relations committee were Mr. Kind, chair- 
man; Leonord Luria, Jacob Mehrlust, Mr. 
Greenberg, leadore Gratz, Andrew Leredu 
and Mr. Schwab. Charles M. Isaac and 
William Wagner were named as advisors. 

Members of the budget and finance 
committee are: Mr. Schwab, chairman: 
Mr. Dickey, John H. Ballard, S. Ralph 
Lazrus, Jerome Oppenheimer, H, A. Gold 
berg and Walter N. Kahn 


Men's Jewelry Maker 
Acquires New Factory 


Anson, Inc., men’s jewelry manufacturer 
of Providence, has made a 25,000 square 
foot addition to its production facilities 
by leasing a newly-built one-story factory 
building in Harborside Industrial Park. 
the former Walsh Kaiser Shipyard, Provi 
dence. 

The new facility has alleviated crowded 
conditions at the company’s main plant, 
which was enlarged just a little more than 
a year ago, and has resulted in an improved 
production flow for the growing, 15-year 
old jewelry manufacturer. 

Located in the new plant, the company’s 
third, are the large presses and other 
equipment used in the primary production 
steps. The goal is to transform basic ma- 
terials to jewelry findings at Harborside 
and then transfer them for finishing opera. 
tions to the main plant. Bulk handling of 
materials and findings will replace piece 
meal handling. 

Anson, when it planned to expand in 
Harborside, proposed taking half of the 
building being erected there. While it was 
under construction, however, it was decided 
to toke all of it. 

The move into it was made during the 
July vacation period. Not only was the 
equipment for the new plant moved and 
installed, but all of the production depart. 
ments at the main plant were rearranged. 


ror OcToper, 1955 





Tschudin is Presented 
With Honorary Membership 


At a recent joint dinner meeting of the 
Southeast Los Angeles Retail Jewelers As 
sociation and the Horological Association 
of California, Paul A. Techudin, director 
of the Watchmakers of Switzerland Infor- 
mation Center, the subject: 
“Teamwork in the Retail Store.’ 


spoke on 


Poul A. Tschudin. director of the Watch- 


makers of Switrerland information Center, 

is presented with honorary membership in 

the California Horological Association by 
Norman Luth, president of the UHAA. 


During the dinner, Norman Lath, presi 
dent, UHAA, presented an honorary mem 
bership in the Horological Association to 
Ischudin. The award was made in recog 
of his 
industry, as 
port of the American retail jewelers and 
watchmakers bv the Watchmakers of 
Switzerland in their advertising and met 


nition many contributions to the 


well as those made in sup 


chandising campaigns 


Civil Defense Head 
Falis Back on ‘Turnip’ 


Civil Defense Administrator Val 
long list of 
firms who lost property during this sum- 


Peter 
son is on the persons and 
mers floods in the Northeast, 

Mr. valuable” 
watch quit running when he was rushing 
by jet plane to Hartford, Conn., for an 
emergency meeting with the President 
When he landed, he bought a New En 
giand-made $2.50 “turnip” 
to replace it--temporarily. 


Peterson save his “very 


pron ket watch 


To Head Fuad Drive 
For Travelers Aid 


Carlton Fishel, of Trifari, Kruseman and 
Fishel, Ine.. 16 Fast With St.. New York 
been appointed chairman of th 
the $400,000 Golden 
jubilee fund raising campaign of the Trav 
elere Aid Society of New York. 

In the first 50 years of its service, the 
Travelers Aid Society of New York has 
helped more than 16,000,000 men, women 
and children, including runaways, the 
aged, handicapped and sick, new Ameri 
cans, and members of the armed forces 


has 


jewelry division of 











BIG TRAFFIC 
BUILDER! 


COST TO YOU 
10¢ each, 


in lots of 






100 







- 


-' Entered 
Passed 
7 Raised 





ACTUAL 
SIZE 


- 
- 
- 
- 
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“+ 
%,. Lodge No. 
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Gold-plated 
bronze. 
Newspaper mats furnished, Can 
be advertised for 49¢ engraved, 
or given tree with other pur- 
chase. Promotional possibilities 
unlimited! Terms: 10 days net to 
rated jewelers. Others, cash with 
order F.O.B. Nashville. (3 Ibs, 
per C} 


GOLDNER ASSOCIATES 


P. O. Bex 2703, Nashville, Tennessee 








| Watch Repairing 


FAST-DEPENDABLE—-ECONOMICAL 
WORK, WATCHMASTER TESTED 
s 
Over @ quarter century of service 
to the trade 
a 
Watches insured ond salequarded 
in Holmes-protected vaults 
* 
list of 








Ast for send triel order 


price 


Cooper's Watch Repair Co. 


46 West 48th Street, New York 34, MH. Y. 
Plaza 7-1740 





DIAMOND 
SETTING 


Twenty years experience on 


gold & platinum ~ 


——— 









Ref. on request 


56 W. 45 Si. 
N.Y. 36, H.Y. 
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Sterling 
Flatware 


Inactive and Obsolete 























We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 


used. 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


JULIUS GOODMAN & SON 


Memphis Jewelers Since 1862 


113 MADISON AVENUE 
MEMPHIS, TENNESSEE 




































ANTIQUES WANTED 


Antiques and 


genuine 


Antique Rep iol Lmaelih 


Sliverware — Gold and pleted jewelry — old 
costume jewelry, Watches—movements—watch 
bonds, ony tind, any type, in any condition. 
Diemonds—any tind or size. Gem end semi- 
precious stones Gold Scraep—Piatinum—flled 
ond pleted scrap. Ne consignment too large 
or too small. Our check sent immedietely. Your 
consignment will be heid intact for 10 days, 
subject to your approve! of our check. 


References; Whitney National Bank. Morgen 
Branch, New Orleans, Le.: National Jewelers 
foerd of Trade; Dun and Bradstreet 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA, 
Established 1916 

























ALBERT 5. SMYTH CO. 


DIAMONDS-WATCHES 
* JEwetay @ 


& HOPKINS PLACE. BALTIMORE, wo. 
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sec THE SOUTH 


> Charles Drumgoole, 77, owner of Drum- 


goole Bros., 103 Commerce St., San An- 
tonio, Texas, died August 1! in his store. 
He was the last of four Drumgoole brothers 
who established the store, the second old- 
est in San Antonio, in 18698. He had been 
a jeweler and watchmaker for 56 years. 
The business will be closed out. 

> The Alamo Jewelry Co., 209 Alamo 
Plaza, San Antonio, Texas, is installing a 
new store front with a foyer. More win- 
dow display space will result from the 
rebuilding. 

> Myron E. Everts, of the Arthur A. Everts 
Co., Dallas, Texas, has been named a 
member of the management committee of 
the new $100,000 “Dallas Unlimited” pro- 
gram to promote downtewn Dallas. Frank 
Everts, Jr., a vice-president of the firm, 
has been awarded a diploma by the Gemo- 
logical Institute of America, at Los An- 
geles, Cal, 

> The Zale Jewelry Co., Dallaas, Texas, 
has purchased the Ben Tipp jewelry store 
in Seattle, Washington, William Zale, vice- 
president, has announced. The Dallas 
chain now owns 63 stores in 12 states. 

> David J. Orman was elected president 
of the Tola Tumbleweeds, association of 
southwestern travelling jewelry salesmen, 
at the group's annual meeting on Septem- 
ber 6 in the Hotel Adolphus, Dallas. 

> Larry Guthmen, owner of the wholesale 
jewelers supply firm of the same name, 
527 Lucerne Ave., Lake Worth, Fla., had 
heart attack while calling on 
Panama City, Fla. He has 
but will have to remain 
for some time, according to a 
Mies Ina Scott, office mana- 


a serious 
customers in 
returned home 
inactive 
report from 
ger. 





New Address for J C-K 


The executive, editorial, circulation and 
production offices of the Jeweiens’ Cincu- 
LAn-KeYsTONE moved to the Chilton Com- 
pany’s main office and printing plant, 
located at Chestnut and 56th Sts., Phila- 
delphia 39, Pa. on September 22. 
Henceforth, all correspondence with these 
departments should be sent to this ad- 
dress. 

The New York advertising sales office 
(ineluding classified) will remain at the 
present location, 100 East 42nd St., but 
cuts and engravings will be sent directly 
to the Philadelphia address. 

The move is part of a larger consolida- 
tion plan in which editorial, circulation 
and production operations of all Chilton 
publications are to be centralized in the 
new Chilton Building in Philadelphia. 





























Southern Jewelry Show 
Attracts 1,000 Jewelers 


More than 1,000 retail jewelers from 10 
states attended the seventh annual South- 
ern Jewelry Show held at the Dinkler 
Plaza Hotel, Atlanta, Ga., from August 
28-31. The show is sponsored and or- 
ganized by the Southern Jewelry Travel- 
ers Association with headquarters in the 
Peachtree Building, Atlanta. 

Heavy buying was reported by the more 
than 100 manufacturers who exhibited 


their wares at the show. A highlight of 





ARRIVES AT ATLANTA: Miss Lee Ann 
Meriwether (Miss America of 1955) ar- 
rives at Atlanta Airport to take part in 
this year's Southern Jewelry Show. Greet- 
ing her (l-r) are Phil Wolf, Speidel Corp.; 
Jack Daly, International Silver Co.; and 
George C. Hitt, Parker Pen Co. 


the four-day show was the appearance of 
Mies Lee Ann Meriwether, Miss America 
of 1955, who wore a pearl gown valued at 
$100,000. 

Another feature of the the 
award of prizes to the holders of tickets 
drawn from a hat by Miss Meriwether. 
Winners were Carl Hays, of a 
jewelry store of the same name at 406 
Cherry St., Macon, Ga., who won a one 
week vacation trip to Miami, Fla., and 
Miss Irene Fahen, of Mae's Jewelers, Rock- 
mart, Ga., who won a similar trip to New 
Orleans. Both will leave on their vacations 
on December 28 and will return January 
3, 1956. 

At a meeting of the board of directors 
of the association, held August 27, Mur- 
ray H. Shure, Bulova Watch Co., was 
elected president, replacing Phil Wolf, 
Speidel Corp., who was named chairman 
of the board. Also elected were George 
Hitt, Parker Pen Co., executive vice-presi- 
dent: Jack Daly. International Silver Co., 
second vice-president; and Lou Lombardy, 
secretary treasurer. 


show was 


owner 


Abe Feinberg, of A. and J. Feinberg, 
diamond importers, 62 West 47th St., New 
York, has left New York to visit the 
diamond markets of Antwerp and Amseter- 
dam. 
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Ohio Retail Jewelers 
Hold Annual Meeting; 
Spitznagel Reelected 


At the 32nd annual convention and trade 
show sponsored by the Ohio Retail Jewel 
ers Association, held at the Netherland 
Piaza Hotel, Cincinnati, over the Labor 
Day weekend, Edward L. Spitznagel, man- 
ager of Newstedt and Co., in Cincinnati, 
was reelected president of the association, 


Also elected were Olin Pritchard, 
Wooster, vice-president; Hugh N. Beattie, 
Cleveland, reelected secretary; and Mrs. 


(. S. Johns, Berea, treasurer. Al! directors 
were reelected, and Clarence Moses, Cleve. 
land, was re-appointed executive director. 

Mr. Spitznagel presided at the opening 
session on Sunday afternoon, and greet- 
ings were extended by Max Litwin, presi- 
dent, Cincinnati Wholesale and Manufac- 
turing Jewelers Association, and Karl E. 
Wagner, president, Greater Cincinnati Re- 
tail Jewelers Association. 

The speakers were Joel L. 
motion manager, Cincinnati Enquirer, who 
discussed “Today's Economy and the Re- 
tail Jeweler,” and Irving N. Chayken, 
Hammond, Ind., board chairman, Jewelry 
Industry Council, who described “Opera 
Cherub,” the 
jewelry promotion for the upcoming holli. 
day season. 

At the Sunday 
speaker was Mrs. Gladv« Babson Hanna- 
ford, widely - known authority, 
who spoke on “Man-made Diamonds and 
a Planned Selling Program for Jewelers.” 

Merwin Dechter of the University of 
Indiana was the speaker at the Monday 


Irwin, pro- 


tions nationwide retail 


evening session, the 


diamond 


morning meeting, his subject being “Ad 
vertising for the Small Town Jeweler.” 
The final speaker on Monday 
was Thomas Sprickman of Foote, Cone & 
Belding, “How to 
Operate a Repair Department Profitably.” 

The Cincinnati Wholesale and Manufac- 
for 
afternoon, 


afternoon 


whose subject § was. 


turing Jewelers Association was host 
a cocktail hour late Monday 
and the convention concluded with a din 
ner, after which entertainment was pro 
vided by Mickey McDougal. 

More than 2,000 people registered for 
the convention and show. including retail. 
ers from Ohio and a half-dozen neighbor- 
ing states. There were about 75 exhibitors 
on the fourth floors of the 
hotel, and practically all of them reported 


excess of 


and seventh 
a volume of business well in 
that written a year earlier. 

The placement of substantial orders for 
watches was reported, indicating that re- 
tailers in the mid-west area believe sales 
of watches during the upcoming holiday 
season will be in considerably larger vol 
ume than during recent years. In addi 
tion, many other items, including dia 
monds and other precious stones, flatware, 
rings and costume jewelry, were ordered 
in good volume. 

Salesmen for practically all local whole 
sale and manufacturing firms were present 
to greet their customers at the show, but 
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during the following days, they returned 
to their territories throughout the mid- 
west and south, to book fill-in and supple- 
mentary orders. 

Location and time of next year's con- 
vention and show will be decided by the 


directors at a meeting in January. 


Operation Cherub Figures 
Are Sent Out to Jewelers 
Bright Christmas cherubs, in the form 


of ceramic figurines, are now on their way 
to jewelers across the country, according 


to Albert E, Hasse, president of the 
Jewelry Industry Council. 
The figurines will play an important 


part in Operation Cherub, a nationwide 
program sponsored by the council in co- 
operation with the ANRJA and the NJA, 
which is designed to spark retail jewelry 
sales this coming Christmas in the face of 
increasing competition from other indus 
tries for the Christmas gift market. 
Displayed in the windows and in the 
stores of jewelers, the Christmas Cherubs 
will symbolize the joy of giving and will 
help to reemphasize to the public the ro 
mantic and sentimental appeal that is in- 


herent in Christmas gifts from the jeweler. 





CHRISTMAS CHERUBS: Jewelry Industry 
Council announced that the figurines were 
being dispatched to jewelers across the 
country. Promotion is designed to help 
jeweler get bigger slice of Christmas gift 
market, 
-and 


four one 


cherub 
the 
green 


Approximately quarter 


the 


red on 


figurine glows 
that 
ribbons and 


package he 


inches high, 


with color robe hangs 
shoulders, 
the Christmas gift 


wings shining with 


from his 
hally on 
carries, and his tiny 
flecks of gold, 

Moulded from an original design, made 
especially for the council by Arnold Henry 
Kergier, a well-known sculptor, the Cherub 
is copyrighted in the council's name. 

In a special message to the jewelers 
who are participating in Operation Cherub, 
the council pointed out that the Christmas 
Cherub can them in a number of 
ways: a direct tie-in with the 
four-color advertising in the December 3 
issue of the Saturday Evening Post in 
which the cherab will be reproduced: as 
a window display decoration; and as a 


store trafhe builder. 


serve 


> 
coun il : 














“Honor,” said a great author, “is like 
a precious stone, the price of which 
is lessened by a single flaw.” 


AN AUCTION SERVICE 
FOR JEWELERS 
WHO CARE 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf, 











THOMAS J. FAUSSETT 





America’s Foremost Jewelry Auctioneer 


When you bow out of the final picture 
on your business-street by a Faussett 
auction, the glories of a lifetime do not 
just fade away. 


HISTORY OF AUCTION GALES THAT MADE 
AUCTION HISTORY THROUGHOUT AMERICA 
EMBRACING OVER THREE MILLION In 
ACTUAL CABH-RESULTS FOR Bt JEWELERS, 
ALONG WITH THE FAUSSGETT GROUP-GALE 
HELO FOR THE GIX LEADING JEWELERS 
OF ST. LOUIS, MO., 1992-5 FOUND IN OUR 
BOOKLET 


FOR THOSE WHO CONTEMPLATE 
RETIRING FROM BUSINESS, THE 
MONTHS AHEAD MAY PROVE THE 
BEST OF THE HALF CENTURY FOR 
EXCELLENT RESULTS, GRATIFY. 
ING PRICES, AND A COMPLETE 
CLOSE-OUT OF STOCKS AND PIX. 
TURES. THE ECONOMY OF THE 
NATION WILL BE AT AN ALL 
TIME HIGH ACCORDING TO LEAD. 
ING ECONOMISTS. 


ANOTHER RECORD BREAKER 
IN JEWELRY AUCTIONEERING 


After thirty days of intensive selling 
our Colorado Sale came to a close on 
August 30 with more than $12,800 in 
sales for four hours of auctioneering, At 
the close the Presse of the city photo- 
graphed the overflowing crowd which 
became a news story on the following 
day. In fact the Press of the city and 
Radio Stations were highly complimen- 
tary of our Mr. Fauesett for the way in 
which he conducted this sale. It was 
attended by the Elite of America vaca- 
tioning in the Rockies at the time. 


THOMAS J. FAUSSETT 


521 Fleming Street 
FOWELL MICHIGAN 





199 







































































Jack T. Goldman & Co. 


29 East Madison Street, Chicago 2, IMinols 


FOR THE LARGEST ASSORTMENT OF 


14K Diamond Earrings & Scarf Pins 


PRICES FROM $15.00 TO $200.00 


Our large stock of earring and 
scarf pin mountings also is 
available to rated jewelers. 


We Welcome Memo Requests 











HEADQUARTERS 
for Nationally 
Known Lines 





Now in our own building with Greator 


Facilities for Better Service 


SESbIONS WATERMAN EVANS 

1DEL SCHICK 
SEMCA GEMCO WESTINGHOUSE 
TELECHRON HAYWARD 
INGRAHAM LATAUSCA OORMBYER 
VULCAIN REMINGTON OSTER 
ULYSSE NARDIN ALVIN TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
ond Many Others 


Cetelog Twice Yearly * Ask for Yours Today 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 
325 West Medison Street, Chicago 4, 


SECURITY PLIERS 
SAVE MONEY 


RA a 


Me §43 Me on7 Me 42 





rine RUALITY MONEY SAVING PRICE 
RMAN MADE 
pene made of hoest polished steel, each plier is per. 
eetly tempered "4: faithful performance. Single 
ge aligne portectl s bind preet—works smeether 
* 672 ‘i ° Ne. 565 $1.05 
Ne. 562 1.06 
ORDER seen your WEWALL JOBEER 


THE WEWALL MFG. CO. Chicago 2, Illinois 





ilinois 














WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Diels 


MICHIGAN DIAL 
REFINISHING COMPANY 


663 Metropolitan Bidg., Detroit 24, Mich. 














aes 


Our work costs no more 

than ordinary work 
BECKER-HECKMAN COMPANY 

29 East Madison Street, Chicago 3, Illinois 
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> The firet fall meeting of the Jewelers 
Association of Greater Chicago was held 
on the evening of September 14 at the 
Standard Club. The program included the 
discussion of the association's activities 
for the coming year and the fall advertise. 
ing program was discussed. 

> Allen Wolfe has joined the salee staff 
of Emil Wraude and Sons, 538 South 
Wabash Ave., and will cover the north 
section of Chicago and northern Iilinois. 
> Ed Cain of Ed Cain & Co., 29 East Madi. 
son St., left New York August 19 on an 
eight-week buying trip through the dia- 
mond and precious markets of 
Europe. Accompanying him are Mrs. 
and their youngest son, Albert. On hand 
to greet them as they alighted from the 
trans-Atlantic plane was another son, Pfc. 
Sanford Cain, on furlough from his armed 
services unit in Europe. The family reunion 
was celebrated by a two-week motor trip 
through Italy and Switzerland. 

> The Chicago Jewelers Association will 
initiate the Fall season by holding its first 
regular noon luncheon meeting on October 
20 et the Palmer House. 

> The Imperial Pearl Syndicate, 5 North 
Wahash Ave., has added three new repre 
sentatives to its sales staff. Harry Jentle- 
son will cover Pennsylvania and New York: 
Harry Hahn will have the Texas and Okla- 
homa territory; and Bernie Wolpa will 
travel Wisconsin, lowa and Minnesota. 
> T Leonard Goodman, Lewy & Goodman, 
29 East Madison St., will be married on 
October 16 to Mrs. Evelyn Ehrenreich, of 
Hubbard Woods, Illinois. The ceremony 
will take place at 5:30 p.m. at the Stand. 
ard Club in Chicago, and will be followed 
by a dinner party for members of the 
immediate families. The couple will take 
off following the dinner for a two-week 
honeymoon trip. 

> Mrs. Christine Adams, associated with 
the House of Belgrade, 29 East Madison 
St., is expected back on the job during the 
firet week in October. Mrs. Adams left 
Chicago the early part of August on a 
two month's vacation trip, and has been 
motoring, taking boat cruises and visiting 
many friends. 

> The Golden Roosters of Chicago will 
hold its annual Stag Dinner on November 
10 in the Cotillion Room of the Morrison 
Hotel. The new Chanticleer and his ret- 
inue of officers for the coming year will 
be elected at that time. Also scheduled 
for that date is an initiation of new mem 
bers, which will mark the occasion as the 
first Fall initiation held by the Golden 
Roosters in about ten years. 

> Mr. and Mrs. Frederick M. Gottlieb, 
Frederick M. Gottlieb & Co., 55 East Wash. 
ington St.. were expected back from 
Europe in the latter part of September. 
They have already traveled to the diamond 
markets of Holland and Belgium, and are 


stone 


(ain 





Y@S CHICAGO 


touring 


currently spending several weeks 
the Scandinavian countries. 

> C. Kasey, who has been active in the 
jewelry industry throughout the country 
for the past 35 years, has joined the sales 
stafi of Carters Jewelers, retailers, at 9 
West Madison St. Prior to his new post, 
Mr. Kasey was located in Dayton, Ohio 
His decision to come to Chicago was hailed 
by his many friends in the industry, all 
of whom wish him well in his new position. 


Gillette Tells of Plans 
To Buy Paper-Mate Pen 


The Gillette Co. has reached an agree 
ment whereby it would purchase the 
Paper-Mate Pen divisions of the Frawley 


Corp., of Culver City, Cal., for a reported 
$15,500,000, 

A contract between the two parties had 
been signed as this went to 
but it was understood that Gillette 
wants to buy the order 
to diversify ite operations. 

The Gillette 
disclosure by Fred J. Young, president of 
Eversharp, Inc., Chicago, that negotiations 
that Paper- Mate 
been discontinued, 


not issue 
press, 
pen company in 


announcement followed a 


between firm and had 


internal Revenue Declares 
Inlay on Guns is ‘Jewelry’ 


Inlays of precious metals, or imitations, 
tooled into steel surfaces of guns belong- 
ing to or gun are 
jewelry under the tax laws and subject to 
the the Internal Revenue Ser 
vice rules. 

Under the ruling, 
paid on the total cost of the inlays, most 
are initials or game 
Precious metals include platinum, 
and silver, and “imitations” include alloys 
of precious metals and platings more than 
a hundred-thousandth of an inch thick 


sportsmen collectors, 


excise tax, 


excise taxes must be 


of which scenes. 


gold 


Arizona Retail Jewelers 
To Hold Phoenix Meeting 


The Arizona Retail Jewelers 
Convention will be held October 16 at the 
Hotel Desert Hills, Phoenix, according to 
an announcement by Newton Rosenzweig, 


annual 


president 


one-day conclave will 
on the 


discussion 


for the 
10 o clock 
devoted to 


Sessions 
agenda is a 
of a state 
presented at the 


start at 
session 
auction measure to be 
state legislature meeting next January. 
State representative David 5S. Wine 
(Ajo) will be present for the discussion of 
Dean 
the as 


plans for enacting such legislation. 
Richard» 


sociation, 


in secretary-treaeurer of 
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Jewish Philanthropies Hold Jeweiry industry Outing 


More than 75 members of the jewelry 
industry and their guests were present for 
the fifth annual Golf Party and Outing of 
the Jewelry Division of the Federation of 
Jewish Philanthropies of New York, held 
at the Century Country Club on August 10. 

The outing featured a full day of sports 
activities including golf, tennis and swim- 
ming. Highlight of the day was the pres- 
entation of prizes to contest winners. 

Those who re< eived prizes were: Jesse 
Mautner, Mautner Co.; Richard Bromley, 


National Jeweler: I[. Steigrad, Habber 
Brothers: and Arthur Buxbaum, G. F. 
Hirsch. 


The outing marked the start of the jew. 
elry industry's participation in the Fed. 
eration’s work for the coming year. The 
annual fund appeal for the support of 
116 health and welfare institutions, serving 
600,000 people throughout Greater New 
York, opened in September. 

The outing was under the chairmanship 
of Tebias Stern with Harold A. Laine 
serving as co-chairman. Honorary chair 
men Harry D. Henshel, Ben. 
jamin Lazarus and Milton Weill. Sidney 
Fiddelman, Stephen W. Hofman and Sum- 
ner Wyman served as associate chairmen 
and Alexander bk. Arnstein was treasurer. 


were Col. 





Present at the fifth annual Outing and Golf Party of the Jewelry Division of the Federation 
of Jewish Philanthropies of New York were [I-+, front row) Norman M. Morris, immediate 
past-chairman; Harold A. Laine, outing committee co-chairman; Col. Harry D. Henshel, 
honorary chairman and toastmaster; and Salim L. Lewis, president of the Federation. 
Standing (I-r) are Joseph Baumgold, co-chairman, diamond division; Stephen W. Hofman, 
co-chairman, jewelry division; Sumner Wyman, co-chairman, outing committee; and Milton 
Weill, former Federation president and honorary chairman of the Jewelry Division. 


STATEMENT REQUIRED BY THE ACT 
OF AUGUST 24, 1912, AS AMENDED BY 
THE ACTS OF MARCH 34, 1933, AND JULY 


2, 1046 (Title 39, United States Code, Section 
233) SHOWING THE OWNERSHIP, MAN- 
AGEMENT OF THE JEWELERS’ CIRCULAR- 


KEYSTONE, PUBLISHED MONTHLY AT 
PHILADELPHIA, PA., FOR OCTOBER 
1965. 

l. The names and addresses of the publisher 
editor, managing editor, and business man- 
agers are: Publisher, Chilton Company, Inc., 


Chestnut and 56th Ste., 
Editor, Lansford F. King, Cheetnut and 646th 
Ste.. Philadelphia 39, Pa.; Managing Editor 
None; Businese Manager, P. M. Fahrendorf 
Chestnut and 56th St« Philadeiphia 39, Pa 
2. The owner ia: (if owned by a corpora 
tion, ite name and address must be stated and 
also immediately thereunder the names and 
addresses of stockholders owning or holding 
one per cent or more of total amount of stock 
if not owned by a corporation, the names and 
addresses of the individual owners must be 
given. If owned by a partnership or other un- 
incorporated firm, ite name and address, as 
well as that of each individual member, must 
be given.) Holders of more than one per cent 
of the capital stock ocutetanding of Chilton 
Company: Mary M. Acton, 260 Sycamore Ave- 
nue, Merion Station, Pa.; Mra. Beulah Fahren 
dorf, Chateaux Lafayette, Scarsdale, New York 
Derothy 8. Johnson, 1115 Fifth Avenue, New 
York, N. ¥ Fetate of Mabel M. Musselman, 
260 Syeameore Avenue, Merion Station, Pa 
Beneficiaries: Mary M. Aeton and David Ae- 
ton: J. Howard Pew, 1608 Walnut Street, 
Philadeiphia, Pa.: J. N. Pew, Jr., 1608 Wainut 
Street, Philadelphia, Pa.: Mabel P. Myrin. 
1608 Walnut Street Philadelphia Pa Mary 


Philadeiphia 39, Pa 


FoR OcToper, 1955 


Ethel Pew, 1608 Wainut Street. Philadeiphia, 
Pa.; Tradesemans Land Title Bank & rust 
Company, 100 South Broad Street, Philadel- 
phia, Pa., Trustee Eetate of James Artman, 
Deceased. Beneficiaries: Franklin Artman, 
Vera Watters, Alvin C. Artman, Plizabeth J 
Artman, Marion A. Pratt, George H. Pratt, by 
assignment, Edwin Moll, by assignment, Al- 
berta C. Sly, Executrix U/W of Frederick & 
Sly, Deceased, 149-40 35th Avenue, Flushing, 
Long lIsiand, N. Y¥. Heneficiaries: Albert © 
Siy, Alberta ©. Sly and John E. Sly; Mary M 
Acton and John Blair Moffett, Trustees U/W 
of Clarence A. Musselman, Deceased, 160% 
Wainut Street, Philadelphia, Pa. Heneficiarices 
Mary M. Acton and David Acton: Charlotte M 
Terhune, 160 EF. 48th Street, New York. 

3. The known bondholders, mort@agees, and 
other security holders owning or holding one 
per cent or more of total amount of bonds, 
mortgages, or other securities are: None 

4. Paragraphs two and three inelude, in 
cases where the stockholder or security holde: 
appears upon the books of the company as 
trustee or in any other fiduciary relation, the 
name of the person or corporation for whom 
such trustee is acting; aleo the statements in 
the two paeragraphs show the afient’s full 
knowledge and belief as to the circumstances 
and conditions under which stockholders and 
security holders who do not appear upon the 
books of the company eas trustees, hold stock 
and securities in a capacity other than that of 
a bona fide owner 

Pr. M. Pahrendorf 
(Signature of business manager.) 
Sworn to and subscribed before me thie Tth 


day of Beptember, 1965. 
(SPALL, Philip J. Shire, dr 
‘My eommission expires January 7 1969.) 








STAY in Business | 


Thru our Dignified | 
and Profitable 


AUCTION SALE 


Most Recent Sales Conducted: 


Budds’ Jewelers, Bradford, Pa. 
Engel Jewelers, Grd. Rapids, Mich. 
Wade the Jeweler, Fresno, Cal. 


WE WILL GUARANTEE 
100¢ ON THE DOLLAR 
PLUS—FOR YOUR STOCK 


Your reputation will be querded. 
You will have a more popular store 
when sale is over. 

Your business will be permanently in- 
creased. 





We will interview you of our expense 
without obligation to you. 


We 
cash. 


WRITE — WIRE — PHONE 


COLMES « BRILL 


AUCTIONEERS 
45 West 45th St., New York City 
JUdson 6-2334 


specialize in buying stores for 














WATCHWORK—STONE SETTING 
JEWELRY —ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, til. 
Students mey enroll at any time of the yeor 











Fine Quality Tarnish Proof 


SILVERWARE CHESTS 


lined with Pacific Silver Cloth 
Tastefully styled Fully queranteed 
Note important sew announcement 
regarding shipping cherges: Freight 
paid on chest orders of $100.00 or 
more (wholesale). 


Eureka Mfg. Co., Inc. 


Townton, Mass. 
rolls, begs, cases, and chests for 
silverware since 1926 
lilestrated consumer leaflet and whelesale 
price-list will be sent epen request. 


Moters of 
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P SILVER TARNISH! 
ee \ Use PRO-TEX-SIL 


cow im the sew : 
SPRAY-ON Con ; 
$1.00 ; 
:” Weimaid Manufacturing ' 
f. Helton Bidg., Dept. 210, 41 Pineapple Avs., wesete, Pie. 
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PRECISE WATCH TIMER 


Offers quick visual comparison of rates in 
all positions and under various mainspring 
tensions. impulses from movement under 
test are heard through a speaker and im 
pressed on a visual device Burton M 
Reid inc. is exclusive distributor except 
ing New England and Pacific areas. Fully 
Quart anteed 


BURTON M,. REID 


First and Washington 


inc 
Springfield, 11. 











LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCWINATI ° DALLAS 


DIAMONDS 








“the Niash 
“ CUFFMASTER,” 


TRADE MARK 










the 
finest 
cuff link 
beck ever made 
Patented Design 156.595. Patented Construction 
2,472,068. tntringers will be prosecuted. 


Avaliable in goid, sliver, d filled, brass, 
ond ether metals. Send fer price fist. 


Miash Refining Co. inc. 116 Nessa St., N.Y. 


COrdiandt 7-4496 











MORE AND MORE 


people are asking for 
the Original Mustard 
Seed Remembrancer! 





Write for Catalog No. 21 
THE FLINTS © 210 W. th © Kansas City 5, Me. 








HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 £&. FOURTH STREET 
CINCINNATI 2, OHIO 


Headquarters for DIAMONDS and all the 
better NATIONALLY ADVERTISED 
LINES for your Jewelry Store. 

55 Years of Service Plus 


WRITE FOR OUR NEW 
1956 RED BOOK 


Distributed in November 






















> George E. Brown of the Gerwe Brown 
Co., wholesalers at 817 Main St., vaca- 
tioned with his family for three weeks in 
August on Lake Erie. Mrs, Charles Eyer- 
man of the same firm, and William Keuff- 
ner, retailer, and his wife, were Florida 
vacationers in late August. 

> The many local friends of Hartig & Ben- 
gel, retailers in Bowling Green, Ky., were 
interested to learn that the business has 
been sold to James Fisher and James C. 
Thomas, long-time employes in the store. 
> Several local industry friends were pre- 
sented during early September with fish 
which had been caught by Marty Messner, 
Hamilton, O., retailer. He brought back 
175 pounds which he had caught in 
Georgian Bay, Canada. 

> Recent business visitors here have in- 
cluded Ray Brisk of Schedlin, Inc., New 
York City; Louis J, Radt of Swirsky & 
Ehrlich, Chicago, and J. J. Adams of 
Baker & Co., Inc., East Newark, N. J. 

> Mrs. Magdelena Cleves, mother of Edgar 
Cleves, partner in the retail firm of Cleves 
& Lonnermann in suburban Bellevue, Ky., 
died August 6, five days after her 83rd 
birthday. 

> Cathy Goebel, daughter of Ralph E. 
Goebel, wholesaler in the Provident Bank 
Building, who is a sophomore at the Uni- 


sae CINCINNATI 















versity of Cincinnati, was one of 10 models 
selected from among several hundred ap- 
plicants for a “back to school” fashion 
show staged in Hotel Netherland Piaza by 
Mademoiselle Magazine and a local de- 
partment store. 

> Jerome Bihl, of Bihl Brothers, 
facturers in suburban Newport, Ky., was 
convalescing in his home from an illness 
brought on by the intense heat in late 
August as this issue went to press. 

> Joseph Stratton is a new assistant to 
Frank Remke, jewelry buyer for the Gerwe 
Brown Co., wholesalers. Robert Gauche, a 
long-time salesman for the firm, has re- 
signed. 

> The B. David Co., manufacturer of 
rhinestone jewelry at 2508 Vine St., is 
distributing a cleverly designed folder in 
which proper methods for cleaning rhine- 
stone jewelry are The small, 
cardboard folders are being included in 
all company shipments to retailers. 

. His many friends here regretted to learn 
that Jacob Levin, head of J. Levin & Son, 
Kansas City, Mo., has retired. Richard 
Chambers is a new salesman for the firm 
in this territory. 

> Among local retailers who attended the 
Chicago Gift Show were Harvey Britton, 
Herbert Krombholz and Emil Meyer. 


manu- 


described. 


GEM SOCIETY COMMITTEE HOLDS MEETING 
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Committee of the 
annual 


The International 
American Gem Society held its 
meeting recently at the Walderf Astoria 
Hotel in New York. The governing body 
of the society, it gave attention to ques 
tions of finance, the location of the so- 
ciety's spring 1957 meeting, and other 
matters of interest to members. Members 
aleo viewed diamond grading instruments 
recently presented to the society. 


Seen in the picture (seated |-r) are 
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Allan Stevens, Kenneth I. Van Cott, Oscar 
Kind, Jr., William Baumgardt, William 
Preston, George J. Sloan, president, Harry 
Gerber, Mary Franklin, Herbert E. Reid. 
Orlando Paddock and George Deering. 
Standing (l-r) are Robert Shipley, Jr. 
Alfred L. Woodill, executive director, Wil- 
liam Preston, Jr.. Herman D. Page, How 
ard Hawk, Lester Moon, John Taylor, 
Arthur Muller, Carlton G. Broer and 


Stanley Church. 
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> Kay Leber, manager of the Western 
Merchandise Exhibitors Association, spon- 
the Western China, Glass, Gift, 
Jewelry, Toy and Housewares Show, has 
announced that the group’s spring 1956 
will be held as follows: February 
5-8. San Francisco: February 12-15, 
Seattle; and February 26-28, Spokane. 
Henceforth, Leber all are to 
open on Sunday. 

> Louis L. 
cent purchase of 
change, 325 West 


sors of 


shows 


said, shows 
Meitus has announced his re 
the L. A. Diamond Ex- 
Fifth St., Angeles. 
Mr. Meitus was formerly connected 
the King Midas Watch Co. 
known int lo« al business and financial cir 
He is president of the 
M. S. Sater, one of the founders of 
resigned during 
ill health. 


meeting of the 


Los 
with 
and is well 
firm. 
the 
the summer be- 


cles. new 
business, 
cause of 
> At a recent 
Jewelry and Silverware Show committee, 
Wendell H. White, of the Ball Co. of 


was elected show chairman for 


Western 


California, 


the coming year. He succeeds Walter B. 
Dorrer, of Higbee and Dorrer. 
> The Western Merchandise Mart, San 


held a three-day pre-holiday 
showing of gifts, housewares and 
October 2 through 4 

> Rudolph Stein, of Maxwell Robbins Co., 


manufacturing jewelers at 830 Market St., 


Francisco, 
toys on 


San Francisco, has recovered from his 
operation and is traveling again. 
> The Gomez Manufacturing Co., manu- 


facturing jewelers and diamond importers, 
657 Mission St.. 
nounced the appointment of Leon Leonard 
as representative of the firm in 
Washington, Idaho, Montana, Wyoming, 
North Dakota and South Dakota. 
o About the 
employee picnic the 

Los Angeles retail jewelry firm 


San Francieco. has an 


Oregon, 


125 people attended annual 


given by Herman 
Siegel Co.. 
After a dinner which started at 
“hop” 


recently. 
1 o'clock, there was a 
test with prizes for the winners. 
the picnic 
a bingo party. 

> Due to the success of their new “Vari- 
Head” 
the 
of Los Angeles, 
floor space to their plant and are 


dancing con 
For non- 
was 


dancers, highlight of the 


interchangeable diamond mount 
Wallack Jewelry Manufacturing 


hae added consider 


ings, 
Co.., 
able 
in the process of installing new machinery. 
> Fred Stoops recently organized the Elite 
Co. with headquarters at 
(4451, Angeles. This 
has a organization 
country and specializes 


Distributing 
P. ©. Box 
wholesale house 
which the 
in promotional jewelry and popular-priced 
rock jewelry. 

> Brent’s Jewelers, Inc., Calif... 
is spending a reported $50,000 to renovate 
the interior and exterior of its 
822 MacDonald Ave., according to man 


Laos 
sales 


cove;Ts 


Richmond, 


store at 


ror OcToper, 1955 


Work was scheduled 


The 


ager Sam Klegman. 
to have been completed by October. 


Richmond for 


store has been located in 
ll years. 

> George B. Curry, manager of the 
M. Wilkinson, Ine., 
West Second St., Pomona, Cal., 
vice-president and manager, ac 
announcement by Russell 


Hall 


bar! 
234 
has been 


jewelry store, 


named 
cording to an 
V. Fergoda, 


president of Jewelers, 


Inc., operational directors of the store. 
> S. H. Friend, diamond importers and 
wholesale jewelers at 657 Mission St., San 


the 
represent 


appointment of 
Paul to the lines 
Washington, Idaho Mon 
tana. Paul was formerly with Ruefl's 
Jewelry, the 
several years served as secretary-treasuret 


Francisco, announced 
Lynn firm's 
in Oregon, and 
Mr. 
Portland, for past 


and has 


of the Oregon State Jewelers Association 
> Weese Jewelers, 111 East Main 5t.. 
Auburn, announced the recent opening of 


store at South 312th and Highway 


a new 
99 in the Federal Shopping Way. Jim 
Weese operates the new store while his 
wife, Louise, is in charge of the Main St. 
store. 

> Dewey and Ayriel Porter, jewelers in 
LaMesa, announced the recent grand open 
ing of their new store at 8283 LaMesa 
Boulevard. A large crowd attended the 


celebration and a drawing was held for 


a diamond ring. 


> Axel Anderson, president of the Ore 
gon State Jewelers Association, recently 
visited hie mother in Copenhagen, Den 


was his firet visit with her in 
He left New York on a Scandi 
navian airliner Auguet 20 after attending 


the ANRJA convention in New York. 


This 


mark. 
27 vears. 


> Mr. and Mrs. D. F. MeCoy opened a 
new jewelry store in the Exchange Build 
ing, Morro Bay, Calif. It has been named 


the Cayucos Jewelry Store. 

> Paul Bayer of 617 Clement 5t., 
Franciseo, and Mrs. Bayer planned to take 
in September. 


San 
a trip to Mexico late 
> Condolences were extended to the 
ily of J. Marion Dayley, 
1217 K St., 
in an automobile 
recently 


fam 
owner of Lovett's 
Jewelers, Sacramento, who 
killed 
Yuba Gap 
age, Mr. Daley came 
Dunemuir in 1943, working for De 
lewelers, He purchased the Lovett 

in 1951. Before coming to Sacramento, he 
had operated jewelry stores in Dunemuir. 
Yreka and Weed. He i« 
widow, Maude: three 

Wilma Becker. Mre. 
and Mre. Dorothy 
grandchildren. 

> Harrison Fisher. wholesaler of cultured 
pearls and manufacturer of Brideemaid’s 
moved from 262 Taylor St., San 
to 61 Taylor St. 


was accident at 


Sixty-one veare of 
to Sacramento from 
Vons 


atore 


eurvived by his 
daughters, Mire 
Shirley Constantine, 


Garlick: and four 


bracelets, 
Francisco, 





Selling like Hotcakes ! 


WORLD FAMOUS 


NEW 
LUSTER 


TRADE MARK 
"SMOOTH AS SATIN" 


turns over fast. It's the anewer to 
Mrs. Homemaker's long, long search 
for the right silverware polish at 
last. Cleans the toughest tarnish on 
silver, copper, bronze, any jewelry 
metal... retards oxidation (wipin 
with a clean cloth restores origi - 
luster) and makes profits for 
the many Jewelers who sell the at- 
tractive 5 oz. packages—like hot- 
cakes——at $1.50. 


Jewelers recommend it because they 
use it on their own stock, Keeps 


cases free of fingermarks, too— 
easily, 


A full sized package of New Luster 
mailed to any retailer or 
saler on receipt of one dollar. 


Wholesalers’ inquiries welcomed. 


EARL L. SMIT 


National Distributor 
315 W. Sth S¢., Los Angeles 13, Cellf, 













































GEORGE C. HOUSTON 


National Distribeter of 


“LINDE” STAR 
Man-Made 
SAPPHIRES and RUBIES 


Wide selection in stock fer 
Manufacturing jewelers by 


GEORGE C. HOUSTON 


448 5. Hill SF. Los Angetes 13, Caltf 

































Ask For 
lime Tested 


NYE OILS 


Peat fer Wi ate 


Stand .The 
lest of Time 


hes gad Clocks 




























Chatham Research Laboratories 
70--i4th &.. San Francleco Califernia 
Suctusive Growers 


Chatham Enevralds 


REG. US. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 
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Yh ee 


KLING Photo Corp. 








MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone Chins 
MASONS Ironstone Ware IRISH BELLEER 
JOUN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 














importers eof 
ENGLISH CHINA 
aad 


EARTHENWARE 
Steck and Import 
FOMDEVILLE & CO., INC. 
140 Oth Ate, Dee Yas 1, 4. 
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WEDGWOOD 


Bees Chktne Glanerwere, Queee's Were 
sesper end Biect Beso! 


Trede-Merkt WEDG WOOD 


4031AH WEDGWOOD & SONS. INC. 
24 fast 640% Street New York City 
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> Three California jewelers won prizes at 
the recent Annual Western Jewelry and 
Silverware Show iv Angeles. They 
were: Lucille Vaughn, of Vaughn's Jew- 
elry, Arroyo Grande; Herman Brod, Faw- 
cette Jewelry Store, Loe Angeles; and 
John E. Buchanan, Robertson Jewelers, 
El Monte. Jacoby-Bender, Ine. 
the prizes. 

> Charles Tanner of Mission Time Service 
at 3168 22nd St., San Francisco, planned 
to take off with his wife and some friends 
for an automobile tour during September. 
With Colorado Springs set as their first 
stop, the travelers planned to go as tar 
south as New Orleans if the weather was 
cool, or north, if hot. 

> Harlan Hoghren recently purchased the 
Heermance Jewelry store, Hughson Hotel 
Building, Hugheon, Calif. Mr. Hoghren 
was formerly the manager of a jewelry 
The store has been re 


Lon 


donated 


store in Modesto. 
named “Harlan.” 
> Edward M. Shalhoub, 


Diamond Shop, 


owner of Ed. 


ward's San Bernardino. 


Jewelry Display Firm 
Opens in San Francisco 


Announcement has been made of the 
formation of a new firm specializing in 
the manufacture and sale of jewelry dis 
play materials. 

The new firm is called Don Good Dis 
offices and showrooms 
located in Suite 627 Rialto Building, 116 
New Montgomery %St., San Francisco. 


Manufacturing facilities are 


plays with sales 


aleo located 
in San Francisco, 
Owner of the new business ie Don Good. 


who has had many years experience work 


ing with display materials and in the 
retail jewelry business. The firm will sell 
jewelry displays and platforms, boxes, 


labrics, special background trims, special 
events kite, price tickets and optical dis 
plays. 

According to Good, the firm’s specialty 
will be the production of display mate. 
show small 


advantage. 


rials specially designed oO 


jewelry items to the best 


E. Reynolds Butler Named 
VP of West Coast Company 


EF. Reynolds Butler has been appointed 
a vice-president of the E. W. Reynolds 
Co., wholesale firm of 315 West Fifth St., 
los Angeles, Cal., according to an an 
nouncement by Walter H. Butler, 
dent and chairman of the board of direc- 
tors. He is the third generation of the 
family to take part in the management 
of the enterprise. 

He has been with the company in vari 
ous capacities for the past 15 years. The 
cE. W. Reynolds Co. was founded in 1888 
by Elbert W. Reynolds, and from a emall 
beginning as a materials house, the com 
pany became the largest wholesale jewelry 
firm in the West, and one of the largest 
in the country with offices in San Fran 
cisco, Phoenix and Honolulu, Hawaii. 


presi 



















recently celebrated hie 10th anniversary 
in the jewelry business with the formal 
opening of his new and larger store at 
309 F. St. He was formerly located at 596 
Third St. 

> Philip Prood, after a two-year absence, 
business 
Pier 


recently reentered the jewelry 
with the opening of a store at 55 
Ave., Hermosa Beach. The store name is 
Philip’s Jewelry. Mr. Prood has been in 
the jewelry business for the past 30 years, 
> The Tulare, Calif., store of Glen Lewis 
has been purchased by Kenneth F. Adams 
who was employed for several years as a 


watchmaker in the store. He purchased 
the store upon Mr. Lewis’ retirement re- 
cently. 

> B. D. Howes & Son, Los Angeles, re- 


cently opened another store at the new 
Beverly Hilton Hotel, Beverly Hills. This 
is the firm’s fifth store, with other stores 
in Pasadena, Santa Barbara, Huntington, 


and Los Angeles. The Beverly Hilton 
store will handle a complete line of 
jewelry. 


Welcome Refreshment 


According to an item that appeared in 
the September issue of “The Bugle,” ofh 
cial publication of the Jewelers 24 Karat 
Club of Southern California, “friendly” is 
the word for Al Lewis of Barkly’s Jewel 
ers, 435 West 8th St., Los Angeles 

On a recent hot day, city workmen were 
tearing up the street near the store prior 
io repaving i. took 
men, sweltering in the heat and gave them 
ice buckets full of soft drinks. 

Local newspaper reporters were quickly 
on the scene to record this example of 
result the 


Lewis pity on the 


neighborly conduct and as a 
store got some good publicity during the 
summer “doldrum” Lewis em- 


phasizes, however, that he really felt sorry 


season. 


for the workmen and that it was definitely 
not a publicity stunt 


Buyers’ Breakfast Featured 
At California Gift Show 


High attendance figures were reported 
for the 41st California Gift Show held in 
Angeles from July 24-29. Highpoint 
of the show was the buyers’ breakfast on 
July 26 at the Biltmore Bowl, which wa-« 
attended by 891 people. 

(,eorge Pascoe, show manager, said that 
the next show would be held in Los An 
geles from January 22-27. At a meeting of 
the committee, Ernest Wiley, buyer for 
Bullock's Westwood, was named chairman 
of the next show. He Walter 
Starnes of Walter 


Los 


slit ceeds 


Starnes Co. 


Widow of Store Owner 
To Continue Business 

Mrs. Rebecca widow of Ed 
Simpson, will continue to run her late hus 
band’s jewelry Gem Jewelry, in 
Starke, Fla. The late Mr. Simpson, who 
was 63, had been engaged in the jewelry 


“Simpson, 


store, 


business for 50 vears« 
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October 
|-5— Detroit Sales Associates Fall 
Jewelry Show, Hotel Statler, Detroit, Mich. 
2-4—-Phoenix Souvenir & Giftware Show, 
Westward Ho Hotel, Phoenix, Ariz 
2.5—-Philadelphia Gift Show, Hotel Ben 
jamin Franklin, Philadelphia, Pa. 
15-16-——Horological Institute of America 
and the Horological Society of New York, 
Joint Annual Convention, Hotel McAlpin, 
New York. 
16—Arizona Retail Jewelers Convention, 
Hotel Desert Hills, Phoenix, Arizona. 


November 
5-11—-Cestume Jewelry Manufacturers of 
New York Wholesale Market, Martinique 
Hotel, New York. (Wholesale buyers 


only } 
6-17—United Jewelry Show (for whole 


salers only). Sheraton Biltmore Hotel, 
Provident: fl K | 

January 
6.9..Miami Beach Gift and Jewelry 


Show, DeLido Hotel, Miami Beach, Fla. 
79.-Greater Miami Gift Show, Miami 
Beach Auditorium, Miami, Fla. 
8-11.-New Orleans Gift and 
Show. Roosevelt Hotel, New Orleans, La 
8-12. Accessories Show and “Boutique,” 
Park Sheraton Hotel, New York 
10-17--Carlton House China, Glass and 
Gift Show, Carlton House, Pittsburgh, Pa 
10-18 Keystone China and Glass Show 
Hotel Fort Pitt, Pittsburgh, Pa. 
11-18-—Pittsburgh Glass and Pottery Fx. 
hibit, Hotel William Penn, Pittsburgh, Pa. 
15-18— Southeastern China, Glass and 
(,ift Show, Atlanta Municipal Auditorium, 


Jewelry 


Atlanta, Ga. 

15-19--Parker House Gift Show, Parker 
House, Boston. Vass 

22-24-Carolina Gift Mart, Radio Cen 
ter, Charlotte, N. C 

22-27.-California Gift Show, Merchan 
dise Mart Building, Biltmore and Alexan- 
dria Hotels and individual showrooms. Lo« 
Angeles, Cal, 

29-1—-Washington Gift 
Willard, Washington. D. C 


Show, Hotel 


February 


19-23-—Allied Gift and Jewelry Show 


Hotel Adolphus, Dallas, Texas 


March 


+6-—Pacific Northwest Retail Jewelers 
Convention, Multnomah Hotel. Portland. 
Oregon 

+7—Denver Gift and 
Hotel Albany, Denver, Col 


Jewelry Show. 
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State's Biggest Store 
Opens in Milwaukee 


Rloedel’s Jewelry. Inc... 200 East Wis 
consin Ave., Milwaukee, Wis., was sched 
uled to open a new store on West Wis 
consin Ave. at North Fifth St.. en Or 
tober |, according to an announcement by 
Henry K Bloedel, president of the com 
pany 

The new store has an area of 7,200 
square feet and is said to be the largest 
jewelry store in Wisconsin. Cost of re 
modeling the building is approximately 
$50,000 

Mr. Bloedel said that he had opened 
the second store because he felt that down 
town Milwaukee had a good business fu 
ture, and he hoped to reach the many 
potential customers who shop on West 
Wisconsin Ave. but do not frequent bast 
Wisconsin Ave 

The Bloedel business was started by 
Adam Bloede}, grandfather of the current 
president, 87 years ago, and it has been 
at its present location for the past 2) 


years. 


Convention Dates Set for '56 


The executive committee of the Ameri 
ean National Retail Jewelers Association 
has announced that the 1956 convention 
and trade show will be held from August 
26-30 at the Waldorf Astoria Hotel, New 
York. 


size rings to fit 


your cusfomers 


NEW 
RING 


SIZER 


ALLOWS SMALL 
INVENTORY 





@Expoending mandrel 
occepts rings from 
sizes | to 15. 








@ Upright mandrel en- 
ables easier sizing 
of rings. 


@No scratching 
No moarring. 


@ Reducing die with 16 
sizing holes permits 
the greatest range of 
reductions. 
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ETAL LAPS-—-Can you tell us the composition of 
metal laps 7 (Question No. 6518) M. G. 


Answer-—You ask for information about “the com- 
position of metal laps.” Since there are many kinds of 
laps, for many different purposes, we should be told 
what is the purpose and type of the laps in question, For 
instance: are they for a rotary watch pivot polisher, or 
for faceting jewelry, or for cutting gemstones? With 
this information, we will be glad to advise you pbout 
suitable metals for laps for your purpose. 


OLDERING CHARMS — Would appreciate it very 

much if you could advise me regarding the soldering 
of charms on charm bracelets. Most of these charms 
have the sterling silver jump rings and we have been 
trying to use soft solder on these jobs. We use regular 
soft solder fluid but the solder does not seem to flow 
evenly and in many cases does not even stick to the 
rings. Would appreciate it very much if you could advise 
a better method to use for this, (Question No. 6519) 


> A. 


A nswer-—-About the trouble you are having in solder- 
ing silver jump rings on bracelet charms, we will say 
that instead of using soft solder this work should be 
done with silver solder, which is classified as among the 
hard solders. Its superior strength or holding-power 
is necessary in work where the metal surfaces to be 
joined are of such small area as they are in this case. 

From any jewelers’ supply house you can buy silver 
solder and appropriate flux for it. The silver of the 
rings where solder is to be applied must be clean and 
free from any greasy matter, Cut small bits of silver 
solder from the sheet in which it is furnished; apply 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL I~? 





flux to fill the space where solder is to flow; apply one 
or more bits of solder to be held over the space by the 
flux; apply heat until the solder melts, when it will flow 
wherever you had applied flux and make a strong joint. 
If you use gas and blow-pipe for heating, direct a fine 
point of flame first of all to the ring and charm, but not 
against the solder; after these are hot, then direct flame 
on the solder. If you use an electric soldering machine, 
use it as for any other work, 


LGIN POCKET WATCH—I have an American-made 

Elgin pocket watch, 18 size, key wind, serial +1237, 
which is still in perfect running condition. How old 
is it? (Question No. 6520) J. V. 


Answer—A list of serial numbers with the dates of 
manufacture of watches, furnished by the Elgin Watch 
Co., states that watches of numbers between 101 and 
100,000 were made between 1867 and 1870. The Com- 
pany 8 statement is that the above is as close as they can 
come to listing ages of movements against serial num- 
bers; because “A watch of lower number may be made 
later than one of a higher number, depending upon the 
size, style and demand for same.” Perhaps the very low 
number of your watch, #1237, would place its origin 
as early as 1868, or even late in 1867, 


LEANING SILVER—Can you tell us if we are doing 

any harm to our plated ware and sterling? We 
refer to pieces in our cases which tarnish very quickly 
and require a lot of time to clean with polish. As a 
time-saver, we are using a five-gallon crock of cyanide 
solution and after immersing an article in it, we im- 
mediately put it into a pail of water and then dry it. 
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American Time Products, Inc. 

5860 Fifth Ave., New York 36 Name 
Gentlemen, 
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WatchMaster and inspect its new 
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This process seems to flash up our merchandise very well 
and very quickly, but we would like to know if it is 
doing any harm to the plating. (Question No. 6521) 
A, G, 


Answer The method described is the least harmful 
one that you could use, because it causes removal of 
silver in less amount than any polishing method by use 
of abrasives. The important thing is to remove the 
wares from the solution immediately when you see that 
the tarnish has disappeared, Some jewelers follow the 
cyanide immersion with washing with soap and water 
before the final rinsing in water. It is questionable 
whether this additional work is justifiable, judged by the 
experience of many who do not do it. A way to decide 
about this would be to add the soap treatment, then see 
whether the silver remains untarnished any longer than 
without the extra washing. Local conditions may have 
something to do with this. 


oo NUMERALS—-What is the true story about 
using IIT on clock dials instead of IV? Is the 
story true that King Louis AIV of France punished his 
clockmaker for using IV, and that this started the cus- 
tom? (Question No, 6522) B. K. 


Answer-—The story of Louis and his clockmaker has 
never been substantiated, If you look at a dial with 
Koman numerals, you will see that there is a pleasing 
“balance” between the heavy III], and the VIII on the 
opposite side of the dial that would be lacking if IV 
were used, With the latter, there seems to be “something 
missing’ on that side of the dial. Our belief is that it is 
this that causes a general preference for the customary 
form of IIT] in Roman dials, 


SINGLE TOOTH CUTTER 


find a wheel-cutting attachment for sale that fits my 


| was lucky enough to 


lathe, but there were no cutters with it. Now we have a 
job to make a fourth-wheel for a grandfather clock. | 
was told that it is easy to make a single-tooth cutter for 
such work, Would this do the job, and how can one 
he made? (Question No, 6523) C, B. 


Answer-—-A_ well-made single-tooth or “fly” cutter 
will do just as good work as a multiple-tooth or milling 
cutter, which would be quite expensive and not easy to 
locate for sale. Besides, you might not have need for 
the cutter for a long time, if ever. Unless you have a 
complete set of cutters, there is not much use of keeping 
only a few on hand. 

The making of fly-cutters is well explained in “Prac- 
tical Benchwork for Horologists,” by L.. and S, Levin, 
which is obtainable from the Book Department, 
jewrerens’ Crncutarn-Keystone, 100 East 42nd St., 
New York 17, N. Y. We should add that fly cutters are 
not very satisfactory for cutting steel wheels or pinions: 
they are perfectly suitable for cutting teeth for brass 
wheels, For cutting in steel, the milling type of cutter 


is required, 
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2 TONE SETTING PROBLEM 


setting as an on-the-job trainee. The shop has a set 


| am practicing stone- 


of round burrs for cutting seats through claws of set- 
tings, which makes a round seat, but a stone | have here 
is not exactly round and won't fit. What is the correct 
way to bend the claws in and out to fit? (Question 


No. 6524) D. R. 


Answer-——-For fine work in setting stones with irregu- 
larly round girdles, instead of bending the clamps, the 
insides of seats are “cut out” with a graver used like a 
chisel on claws selected by laying the stone over them 
all, choosing those positioned where the girdle is of 
greater diameter than of its average, so as to alter the 
minimum number of seats. This preserves the exterior 
form of the setting, which would be made irregular by 


bending. 


R EPAIR PRICES——Would like to have any ideas you 
can give for getting better prices for watch repair 
jobs. (Question No. 6525) F. R. 


A nswer--Assuming in the first place that you turn 
out excellent work, we think that you should make it 
clear to your customer not only the quality of work 
you do for the price charged, but also the quantity ol 
work, That is, explain each detail charged for in the 
total amount of the price. Imagine a job for which you 
ask $12. If you tell the customer “$12, for repairing this 
watch,” that may seem like too much for the job. But if 
you say, before mentioning the charge, “Your watch was 
in bad shape; | had to re-tap a screw-hole and make a 
new serew to fit. The mainspring hook was badly formed, 
and | re-shaped it. The overcoil on the hairspring was 
too close to the flat coils and had to be raised. The lowe: 
third pivot jewel was cracked, and I set in a new jewel. 
The upper balance pivot was bent too badly to straighten 
it safely, so I put in a new staff, and trued and poised 
the balance, etc. It is now in as perfect condition as when 
it left the factory. The price for the work is $12.” We 
are just using an example to bring out the idea that 
“salesmanship” is needed for getting a fair price for a 
repair job, and for the equally important matter of hay 


ing the customer satished with your price. 


OLLING GOLD—How can I roll gold to make gold 

leaf for picture-frame repairs? This leaf costs so 
much that | am seeking a way to cut down the cost 
(Question No. 6526) Eb. W. 


Answer-—After pure gold is rolled as thin as rolls 
can make it, the final steps are a series of hand-hammer- 
ing operations, on small pieces of rolled metal placed 
hetween layers of “gold-beaters skin,” a peculiarly tanned 
skin from intestines of cattle, using hammers weighing 
up to 16 lbs. This work is an ancient craft that would 
have to be learned from an experienced workman; and 
this, and the cost of equipment and materials, would 
make it impossible for you to make gold-leaf as economi- 
cally as you can buy it. 
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FORTUNE ELECTRIC ALARM—Hrand new Westclox! 
Modern elegance in gray-tone plastic. High-styled dial; 
gold-color trim. Insistent call. Luminous dial, $6.95 


THEY ALL FEATURE... 


* Superb modern styling at low prices 

* One knob sets both time and alarm 

* Strong, steady alarms 

* Manufacturer's written guarantee for one year 
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WESTCLOX NEW ELECTRIC 
ALARM ASSORTMENT NO. 911 
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bie DASH ELECTRIC ALARM Dramatic new case, in 
Brilliant red counter mer- black plastic with recessed front of gold-colored metal. 


chandiser attractively Steady call. $5.95. With luminous dial, a dollar more. 
displays one each of the 


new models. Factory 
packed assortment in- 
cludes: 

2 Town Crier Plain Dial 

| Town Crier Luminovs 

1 Dash Plain Dial 

1 Dash Luminous 

| Fortune 
Plus rree display (12'4" 
wide, 13%" deep, 17” 
high). Dealer Cost $23.84 





5% Quantity Discount on 6 Westclox electric clocks, one model or assorted. @ For your 
protection Westclox products ore Fair Traded in all states having Fair Trade Lows. 


WESTCLOX 


MADE BY THE MAKERS OF BIG BEN 
LA SALLE + PERU, iL LIN OSs 


Pedusts TOWN CRIER ELECTRIC ALARM —This new beauty in 
at Corporition beige plastic has a hobnail pattern front. Inasistent 


alarm. Only $4.95. With luminous dial, a dollar more, 
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International Offers New 
"‘Homemeker’ Stainless Set 


Internationa! Deluxe will in- 
troduce thie fail the “Homemaker Set,” a 


Stainless 


spam 
Le eee.. 7 
Le dee: 
i - 





chest of stainless containing 52 pieces of 
flatware to retail for $69.95 

The new set, shown in the photo, has 
an open stock $96.08 and the 
consumer saving of $28.73 is expected to 
result in The chest, fur- 
nished at no extra durable 
bamboo treatment with a washable inlaid 
rush panel, in choice of 
three patterns; “Today.” 

International doubling its 
advertising budget to 
National 
used include Ladies’ Home Journal, Better 
Yorker, 


only 
value of 


increased sales 
cos, i of 
Stainless comes 
shown here is 
Stainless is 
consumer promote 
the new eet, magazines to be 
Homes and Gardens and The Neu 


Mats and mailing pieces are available. 


Biggs Co. Introduces New 
Plier for Watch Bracelets 


Ralph W. Biggs Co., Stamford, Conn., 
subsidiary of Hamilton Watch Co. has in- 
troduced a new “plier” for use on watch 
bracelets. 

The plier clamps a piece of wire around 
the ends of silk watch bracelet cords, mak. 
ing unnecessary the practice of “binding” 
and “dipping” to prevent fraying. It is 
priced at $5. 


Oster Steps-Up Operations 
With Year-Round Promotion 


With 1955 the fifth successive record. 
breaking year for the birth of babies, John 
Oster Manufacturing 5055 North 
Lydell Ave.. Milwaukee, maker of the 
“Osterizer” liquefier-blender, is stepping 
up ite operations with a full-scale, year- 
round proraotion program. 


> 
(a. 
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New Hamilton Motion Display 
Features Giant Watch Box 


Hamilton has introduced a new motion 
display which features a giant-sized re- 
production of its new watch box. 

The display, shown in the photo, holds 
four watches, two men’s and two ladies’, 
and is raised on a red velour base which 
provides space for additional watches. The 
giant box opens and closes and a trans- 





lucent sign, lighted from the back, reads, 
“It means so much more to give-—or get 

a Hamilton.” Displays are available 
through Hamilton salesmen, 


Travelling Show Dramatizes 
GE Telechron Clock Line 


General Electric is dramatizing its line 
of Telechron electric clocks with a travel- 


ing show-—-the Clock Caravan-——-which is 





playing to store executives and sales per- 
sonnel in 19 cities throughout the country. 

The Caravan, aimed at educating retail 
people and stimulating electric clock sales, 


consists of live entertainment-——featuring 
a comedy skit, a ventriloquist and a dance 
team. There are also sales training films, 
door prizes and speeches by executives 
from GE's Clock and Timer department, 
small appliance division. 








Keepsake Announces $3,000 
Give-Away on NBC-TV Show 


A $3,000 TV give-away, designed to in- 
crease store trafic for Keepsake jewelers, 
has been announced by A. H. Pond Ce., 
Inc., Syracuse, N. Y. 

The give-away highlights a series of 
Keepsake commercials on the NBC-TV 
show, “Tonight.” Steve Allen, star of the 
show, shown in the photo with singer 
Eydie Gormé, will conduct drawings to 
three $1,000 
“on camera,” 


determine the winners of 
diamond rings. While still 
he will contact the winners by telephone. 

To be eligible, listeners need only fill 
out and mail entry cards which are avail- 
able at Keepsake 
will 


These 
give-away 
Dealers who 


jewelry stores. 


stores display special 


streamers and counter cards. 





distribute the winning cards will be an- 
nounced on the show and will present the 
winners with the $1,000 rings supplied by 
the A. H. Pond Co. 


Scott Jewelry Co. Purchases 
Carload of Phiico Radios 


Scott Jewelry 133 Market St., 
Lowell, Mass., purchased a carload of 
Philco radios at the recent convention of 
Phileo Corp. in Miami Beach. 


Co.., 


The photo shows TV star Bess Myerson, 


a former Miss America, congratulating 





Matthew J. Brown of the Scott firm and 
Harry Heckman on the Philco purchase. 
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Oalionals De luxe adding machine 


Live keyboard”* with keytouch adjustable to each operator! 





FD GD GD 6D 8 8 OOS OOOO Owe 


Saves up to 50% hand motion—and effort. New operating advantages, quiet- 





















effort! Never before have so many time- ness. beauty! A National “De luxe” Adding Machine 
: f laced pays for iteelf with the time-and- 
and-ef ort-saving eature = ye T) p acest on “Tl ive” Kevboard with Adjustable Key. eflort if saves. continues saviniges aa 


yearly profit. One hour a day saved 


an adding machine. 
with thie new National will, in the 


touch plus 8 other time-saving features 


i 
| 
| 
| 
i 
j 
| 
; on the investment. See a demon- 
| 
/ 
[ 


Every key operates the motor—so you combined only on the National Adding average othee, repay 100% a year 
can now jorget the motor bar. No more Machine: Automatic Clear Signal Re edie: “alien ae cman iauik ae 
back-and-forth hand motion from keys Subtractions in red... Automatic Credit Call the nearest National branch 
to motor bar. Balance in red ... Automatic space-up of ates os Seales. 

Keys are instantly adjustable to each tape when total prints... Large Answer 
operator's touch! No wonder operators Dials . . . Easy-touch Key Action... 
are so enthusiastic about it. They do  Full-Visible Keyboard with Automatic 


their work faster with up to 50% less Ciphers... Rugged-Duty Construction. 


THE NATIONAL CASH REGISTER COMPANY, varron 6, onio 


977 OFFICES IN 94 COUNTRIES 
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Speidel Offers ‘Color Vision’ 
Display for Ladies’ Bands 


Speidel Corp. has new 
“Color Vision” 9-on tray that doubles as 
when 


announced a 


an eye-catching counter display 


placed im 4 special metal easel. 
The in the 


tray, shown photo, holds 


Speidel’s newest ladies’ watch bracelets 





the multi-colored metal-and-leather “Lizard 
Links” and the all “Stepping 
Stones.” The reds, greens, blacks and 
tans of the Lizard Links and the sparkle 
of the Stepping Stones against a silvery 


frame present a “rainbow of color” to the 
viewer? 


Anson Offers Emblematic Unit 
With 18 Different Insignia 


Anson has introduced a new Emblematic 


Unit which includes a complete assort- 





ment of emblems in 18 different insignia. 
lt has a retail value of $178.50. 
The unit, shown in photo, consists of a 


kit 


dozen 


leatherette with emblem assortment 
plus three pieces of gold plated 
jewelry. Included are 12 pairs of cuff links, 
f the clips, 5 tacks and 
12 sets of cuff links and tie clips 
Included in the 18 insignia are Masonic. 
Shrine, Star of David, Rotary, Knights of 


Columbus, Elke and Legal. 


tie chains. 3 tie 


A & Z Celebrates 50th Year 
With Publication of Catalog 
A & Z Chain Co., Providence, R. 1, now 


o¢lebrating ite 50th year in business, has 
announced the publication of an entirely 
new and colorful catalog. 

No change is planned in ite policy of 
selling direct to retailers and of supplying 
them with mats, selling ideas and promo 
tion material. 
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Gorham Introduces ‘Celeste’ 
Sterling for Teen-Age Brides 


Gorham has introduced a new sterling 
pattern—-“Celeste”-——which will be  pro- 
moted by a key ad scheduled to appea 
in 12 magazines bearing an October issue 
date. 


The ad, part of which is shown in the 
photo, features a group of young girle who 
have never appeared before as models for 
national advertising. 


They were chosen 





for their fresh wholesome appearance. 
The girls represent the young teen-age 
bride, for whom the new Celeste pattern 
was created, The pattern is said to match 
her tastes by combining the simplicity of 
modern design with the old craftemanship 
tradition of incised ornamentation, 


Poole Silver Co. Publishes 
New Edition of Annual Catalog 


Poole Taunton, Mases.. 
announced that the new edition of ite an 


Silver Co., ha» 
nual catalog has been published and is 
ready for distribution. 

The catalog, shown in the photo, shows 
the complete Poole line. The two main 
divisions are sterling and silverplate, with 
sub-divisions including modern, contempo 
rary, traditional and Poole specialty line. 








aside to 


An additional run has been set 
handle the needs of both wholesalers and 
retailers. 


















































improved Model of Vibrograf 
Features Automatic Timing 


A new model of the Vibrograf watch 
and clock timing machine is now available 





to watchmakers, importers and manufac 
turers in the U. S. Made in Switzerland 
by the manufacturer of Ineabloc shock 


absorbers, the Vibrograf is being marketed 
here by the Vibrograf Corp., 15 West 46th 


St. New York, 

The new model, shown in the photo, 
offers increased ease, simplicity and speed. 
Lightweight and streamlined, and not 


much larger than a portable typewriter, 
it uses a minimum of working space. The 


exclusive “Multi-Beat Analyzer” provides 


automatic timing and analyzing of all 
standard as well as odd-heat watch and 
clock movements. 

Vibrograf analyzes the movement and 
records the rate in a single printed line 
on a continuous running tape. The rate 


of error per 24 hours can be read directly 


from the dial. 
Two microphones are included. The 
MP.35 can test watches in any position 


Columbia Diamond Ring Plans 
Accelerated Fall Sales Drive 


Optimism was the keynote of the sum 
mer sales convention of Columbia Diamond 
Ring's eastern sales division, lased on the 
biggest half year in the firm’s sales since 
” the 


patented spring unit that keeps a Colum 


the introduction of “Guardian Angel, 


bia ring from twisting or turning on the 


finger, according to C. Benjamin Axel, 
vie e-president of Axel Bros., Inc. 

“It is the result of consumer recogni 
tion that Columbia “Tru-Fit’ fulfills a long 
felt need for security and protection,” Mr 
Axel stated, 

An accelerated sales drive was an- 
nounced for the fall, including the intro 
duction of a new ring box: new ring 
styles, including marquise and emerald 


cut diamond engagement rings; new mer- 


chandising groups with giant blow-ups, 
ad mats, direct mail pieces and display 
units. 


In fall 
full page, color ads in national magazines. 
Guardian Angel window display, 
direct mail folders, a dealer decal and a 
tie-in with Modern Bride that will bring 
Columbia dealers the names of 5,000 brides 
a month, plas a “Wedding Planner” for 
prospective brides. 


addition, the program includes 


a new 
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Write for free catalogue, 
* Pat. Pend. 


336 W. 13th St. ° 








UNIFORM GOLD PLATING ror sau rinpines 


You get heavier, 


Spectralloy Process 
ess, which is uniq 


metals in alloy with 


modern, 
makes this better 


also handle nickel, 


ESTABLISHED 1936 
"The Science of Gold Plating” 


AL 5-8677 


MORE UNI- 


FORM gold plate with our 


*. This proc- 
ue with our 


plant, permits the deposit of four 


gold. The re- 


sult is longer wearing, richer look- 
ing plate for your findings. Our 
automatic 


equipment 
plating pos- 


sible at greater economy. Our 
plant is equipped with the latest 
type barrel plating machinery to 


rhodium, an- 


tique gold, and other types of 
plating for small findings. 


SPECTRANOME PLATING CO., INC. 


N. Y.14,N. Y. ° 





GEM CUTTING: A Lapidary’s Manual 
by John Sinkankas 


Here is a big, new, practical book on every phase 
of the ancient art ot eahhe and culting gems 

an authoritative handbook for jewelers, and home 
craftsmen, that open new avenues for profitable, 
fascinating work 

This practical manual tells you exactly 

How to prepare stones for cutting, how to shape and 
facet them, with a truly professional finish: How to 
select, use and care for the tools and equipment: 
How to fashion the finished stones into valuable 
articles of ornament and jewelry; How and where 
to buy supplies, tools, raw and finished stones and 
settings; How te prospect gem material in your locality 
Whether amateur or professional 
illustrated book invaluable. Get your copy today! 


D. VAN NOSTRAND CO., inc. 





397 pages, $8.95. 
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you will find this big, beautiful, fully 


120 Alexander Street, Princeton, New Jersey | 








SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.TS. 
and ite work: Your Future and Our School, 
telle how you can benefit supremely by a 


B.T.S. course, and will be mailed 
write for it. 

Courses in Watchmaking, 
Jewelry Repairing. 


Bowman graduates pass the Certified Maser 
or any State 


Watchmaker tests of H. L. of A. 
Board examinations. 


Highest authorities say, “B. T. S. is the best 
and the best jobs await Bowman 


school,” 


graduates. 


Write for free book “Your Future and Our 
which shows how many finest jewelry 
businesses have been built on thorough Bow- 


School” 


man Training. 


to BOWMAN TECHNICAL SCHOOL 


Bowman Building, 


Lancaster, Pa. 


Courses Appreved for Korean and Other Veterans 


Engraving and 


you, free: 




































































































Oneida Features "Younger Set’ 
in Fall Heirloom Promotion 


Oneida Lid. Silversmiths has announced 
that it will offer two new Heirloom 
Sterling promotions in an extensive na- 
tional consumer advertising campaign this 


fali. 


The first promotion, shown in the photo, 
is the 22-piece “Younger Set” which sells 
for 999.75—a saving of $16.75 over the 
open stock price. It includes 8 teaspoons, 
4 luncheon knives, 4 luncheon forks, 4 
salad forks, | cold meat fork and | table- 
spoon. 

A free display is being offered dealere 
wit, an order for three sets. The display 
ie arranged at the foot of a full-size re 
production of a Ladies’ Home journal ad. 
Retailers who tie-in with the promotion 
will be listed on a page in the magazine. 


PUBTETET RYE PTs 





The second promotion is the “Six-Plus- 
One” place setting priced at $29.75. An 
extra teaspoon is given free with the pur 
National ad 
includes 10 

mats, TV 
mailing 


chase of the regular setting 
vertising for the promotions 
lop-circulation magazines. Ad 
hime, radio and 
pieces are aveilable to retailers 


announcements 


Longines-Wittnauer Announces 
Comprehensive Ad Campaign 


Longines-Wittnauer is currently engaged 
in the most comprehensive national adver- 
tising campaign in ite history in an effort 
to make “Christmas 55” the most success 
ful selling season ever enjoyed by author 
ized jeweler agencies. 

The project is epear-headed by the firm's 
traditional radio, TV and sports program, 
In addition, full-page ads in national maga- 
zines will run through Christmas. Com 
bined circulations of these magazines total 
than 50 million each issue, 


more copies 


Z. 1. Levkev te Promote Line 
Of Pearl Jewelry on NBC-TV 
7. |. Levkov, 565 Filth Ave. New York. 


maker of Levkov Jewels, has arranged for 
commercial tie-ins on NBC-TV's “The 
Sky's the Limit” show, starring Gene Ray- 
burn, on Monday, Wednesday and Friday 
each week, 

This is the firet the firm 
has used television to promote ite line of 
cultured pearl rings, necklaces and ear- 
rings through jewelry and department 
stores. Every day for 13 weeks, Levkov 
will award a free pearl necklace to a con- 
testant on the quiz show. 


time Lev kov 
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Heller Tara Offers Bonus With 
‘Golden Glamour’ Collection 
Heller Tara, Inc., 411 Fifth Ave.. New 


York, is currently offering « free neck. 
lace and earring ensemble with ite “Gol- 
den Glamour” collection. 

The free ensemble, shown in the photo, 
offers the retailer $16.50 extra profit when 
sold at retail. The new Golden Glamour 
line has been designed to harmonize with 
the new fall and winter fashions and fea- 





tures Tara’s exclusive guaranteed “Kver- 
lasting Finish.” The new line will be pro. 
moted in leading magazines. 


Seth Thomas Offers Dealers 
New Light and Motion Display 


Seth Thomas Clocks, Thomaston, Conn., 
is currently offering dealers a light and 
motion display designed to feature up to 
five watches, 

The display, shown in 
called the “Star Show Case.” 
nent, in modern wrought iron design, and 
ec used either for counters 


the photo, is 
It is perma- 


compact, It can 
or windows. The display is offered free 
with the purchase of three Seth Thomas 


Seth 
(including rotors if the 


Rotor watches and three other 
Thomas models 
dealer wishes). 

Full color and black and white ads in 
Saturday Evening Post and other national 
magazines to support the Seth Thomas 


line of watches and clocks. 











; 
; 








Ronson Sponsors Newscaster 
Douglas Edwards on CBS-TV 


Ronson recently announced its return to 
national TV advertising with the sponsor- 





ship of the Douglas Edwards news show 
over the CBS 


Ronson is spon- 
newscast on 


network. 
coring the coast-to-coast 
Wednesday and Friday evenings. 

The pheto shows Louis V. Aronson, II, 
president of the Ronson firm, with Douglas 
after the contract was 


kdwards shortly 


signed. 


Fiex-Let ‘Dresses-Up’ Its 
Watch Band Merchandiser Unit 
Flex-Let Corp. has announced that its 


*wolf 
unit is now being offered with a new dis- 


Service” watch band merchandiser 


play arrangement under the glass front. 
The new unit, shown in the photo, has 
been “dressed up” because jewelers have 
preferred 
the 


giving it position on 


Formerly 


reported 


their counters. bands were 





forms which rested on 


mounted on velvet 


the satin freat, but the new unit features 
actual Flex-Let watch band packages in 


stead. 
Another new teature of the merchan- 
diser unit is that ite 20 rear drawers are 


made of durable plastic for easy, trouble 
free handling. 


Naomi Offers Free Findings 
With Ring Guards and Clasps 


Naomi, island Park, N. Y.. manufacturer 
of “Shure-Fit” ring guards and “Naomi- 
Lok” ring clasps, is opening its fall ad 
vertising campaign with a plan which 
gives the retailer an opportunity to try 
new findings at no charge. 

Naomi is enclosing a different finding 
im each package of guards and clasps to 
familiarize jewelers with its finding line. 
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New Model WatchMaster Has 
Many Additional Features 


American Time Products, Inc., 580 Fifth 
Ave., New York, has introduced a new 
model of the WatchMaster which features 
many advantages over the old model. 
Weighing only 17% pounds, it is readily 
portable. Its size—8% in. by 13 in. by 
6% in.—requires little bench space. 

The new model has an odd-beat gear- 
shift. A flick of the lever sets the mech. 
anism to produce on-time records straight 
across the drum for a vast number of the 
odd-beat watches commonly encountered. 
Watch-beat records can he read directly 
and accurately, without mechanical aids. 

Another feature is the detached watch 
holder which accommodates cased and 
uncased watch movements. A quick ad- 





into a 


holder 


the 
The microphone unit 


justment transforms 
hairspring vibrator. 
snaps out of the watch holder, permitting 
the testing of clocks, watches on custom. 


ers’ wrists, and new watches in trays or 
in stock, 
The printing machine is automatically 


for 
need no oiling. 


reversing. Gears are made of nylon 


smooth, quiet operation ; 


Earphones provide greater sound-volume 


with minimum interference. Non-mag- 
netic metals are used exclusively in the 
watch holder. 


Charles H. Fetter, president of the firm, 


emphasized: “This is a model and 


does not replace the WatchMaster, which 


new 


is still available.” 


Schick Reports Enthusiasm 
For New ‘25’ Ad Campaign 


Dealers and distributors are responding 
enthusiastically to Schick's campaign to 
introduce its new Silver Jubilee model, the 
Schick “25,” according to an announce 
ment from the firm. 

The new shaver is being featured by 
the company as “the greatest advance in 
electric shaving since the first Schick 25 
years ago.” Details of the ad campaign are 
contained in a four-color mailing piece 
recently sent to distributors and dealers. 
The mail return of orders and ad materials 
has been extraordinary, the firm says. 

The ad campaign includes co-sponsorship 
of the Robert Montgomery show on NBC. 
TV, sponsorship of eight major NCAA 
football games on NBC-TV, telecasting of 
five Eastern regional football games plus 
18 full<olor spreads and single pages in 
Life, Saturday Evening Post and other 
magazines. 
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1881 (R) Rogers (R) Offers 
Two New Fall Promotions 


Two promotions in 188] (R) Rogers 
(R) silverplate are now being offered deal. 
ers for the fall season. 

The first, a 56-piece service for eight, 
shown in the photo, offers customers a 
2-piece steak set, regularly selling for $8, 
free with the purchase of each set at 
$69.75 retail. The set is packaged in a 


solid mahogany chest and includes a cold 
ladle, pierced 


meat fork, gravy dessert 


; ‘ bi thy4 


& 
— 


server and a pierced round server. Deal 
ers can also offer a pierced serving spoon 
($1.25 value) for 30¢ as an added bonus. 

The second promotion is a new line of 
children’s items. A 2-piece Educator set 
includes spoon, fork and bowl for $3; a 
3-piece Baby set includes feeding spoon, 
baby spoon and fork, compartment dish 
for $3.75. 

Merchandising aids include counter and 
window TY 
announcements and direct mailers. 


displays, mats, hime, radio 


Croton Offers Motion Display 
For Water-Resistant Watches 


Croton Watch Co. has introduced a new 
motion display featuring a mermaid hold 
water-resistant 


ing a ladies’ self-winding, 


wat hi, 


When the display, shown in the photo, 





is in motion, light is reflected upon the 
mermaid who eways back and forth 
dipping the watch in water. The display 
can also be used for men's models. 




















Toastmaster Report Success 
Of "Golden Slice’ Promotion 


Retailer enthusiasm for the new Toast- 
master “Golden Slice” display has made 
the promotion one of the most successful 
in the firm's history, according to W. E. 
O’Brien, vice-president. 





Thousands of orders have been received 
for the Toastmaster “profit-builder” offer 
which entitles the purchaser to a free 
Golden Slice display, O'Brien said. 

"The photo shows how the display was 
A permanent unit, 
in gold or silver 
of golden 


set up in one store. 
the display, available 
finish, features a large slice 
toast. It is tarnish resistant. 
Retailers received mounted full-color ad 
reprints, full-color folders, a year-round 
sales planner, a “sales facts” booklet and 
national 


posters. A heavy schedule of 


magazine ads backs up the promotion, 


Orange Blossom Offers New 
Animated Display to Dealers 


A new animated window display is now 


being offered by Traub Manufacturing 


"Chae 


1h pee. 


Co.. Detroit. for the fall and winter buy 
ing season of ite franchised “Orange Blos 
som ring dealers 


The dplay, shown in the photo, fea 
tures a bride who emerges from behind «a 
screened window, through a flowered arch 
and into fall view on the steps of a church. 


Provisions are made for placement of mer- 


chandise on and around the display 
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News of Personne! 





loastmaster. Products Division, McGraw 
Electric Co. Elgin, Ill, has announced 
the appointment of two new sales repre- 
sentatives: CC, A. Vawter and R. H. 
Caugherty. 

Mr. Vawter will cover the Philadelphia 
territory. He has been with the firm since 
1952 and was previously associated with 
the Virginia Electric & Power Co. 

Mr. Caugherty will cover the new York 
area. He has been with the firm since 
1948 and was previously associated with 
the Whirlpool Corp. 





G. SIMMONS 


Kre:sler 


R. H. CAUGHERTY 


l eantmasier 


Jacques Kreisler Manutacturing Corp. 
has announced the appointment of Gilbert 
Simmons ase sales 
Florida and the eastern and southern sec 
tions of Georgia, He will carry the com 

, 
plete line of watchbands, men’s jewelry, 
leather straps and Colibri lighters. 


representative for 


\ & Z Chain Co., Providence, has an 
nounced the appointment of three new 
sales representatives, T. Stanley Mercer 
will eover New England and New York 
State, Robert FE. Hampel will cover the 
Southeastern territory and Robert A. 
Enger will cover the West-Central ter 


ritory, 


Harmon Co. Inc., 331 Madison Ave., 
New York, manufacturer of rigid plastic 
molded boxes, announces the appointment 
of three new sales representatives. 

Ted Barnet will cover Philadelphia, 
with headquarters at 1341 Brandywine St. ; 
J. A. Cooper will cover Ohio, with head 
quarters at 6516 Kenview Dr,, Cincinnati; 
W. G. Atkinson will cover the Upper 
Weet Coast territory, with headquarters at 
166 Commerce St., Tacoma, Washington. 


Maurice Spain & Son, 85 Chestnut 
St.. Newark, N. J., and Clifford A. Miller 
orp. 64 West 48th St... New York, jointly 
announce the appointment of Robert B. 
Stafford as midwest sales representative. 

Mr. Stafford will carry the fine jewelry 
creations of both companies, including 
brooches, bracelets, earrings, necklaces, 
scarab jewelry, bill clips, pill boxes, 
lockess and St. Christopher medals 
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Hugo Bosea Co., Inc., Bosca Park, 
Springheld, Ohio, announces the appoint. 
ment of Orla C, EMM as sales representa. 
tive for Missouri, Arkansas, Louisiane and 
Mississippi. 

Mr. Elliff formerly headed Elliff Co.. 
specialist in custom design work in the 
leathergoods industry. Prior to this, he 
was chief of production and design for 
the Meeker Co. 


National Chain Co., 387 Charles St.. 
Providence, manufacturer of machine 
made chain, has announced the appoint 
ment of Karel F. Stekr as sales repre- 
sentative for greater New York, New Jersey 
and Pennsylvania. 

Mr. Stekr will make his headquarters at 
1133 Broadway, New York. He was a 
manufacturer and exporter of jewelry in 
Czechoslovakia until 1938. 


Burton M. Reid, Inc., has announced 
the appointment of W. J. Souttar as as 
sistant vice president, He will have charge 
of edvertising and sales promotion for the 
wholesale firm. 


os 


Berklea Jewelry Co., Winthrop, Mass., 
announces the appointment of two new 
sales representatives. They are Murray 
Feldman, formerly with Charmeraft, an: 
Dewey Mollomo, formerly with Lerlie 
Sales, Inc. The men will cover Baltimore, 
Philadelphia, Washington, New York state 
and New England. 


Farber Bros. Metalcraft, Inc., 13 Crosby 
St.. New York, announces the appointment 
of A, Duncan MacLaren as sales repre 
sentative in the New England territory. He 
will sell both the Sheffield Silver Co. line 
and the Farber lines of “Kromekraft” and 
brass accessories. His headquarters are at 
Plymouth, Mass. 





Housewerming Party Marks 
New Freudenheim Quarters 


A housewarming party marked the recent 
opening of the new and enlarged quarters 
of Freudenheim Bros., Inc., at 17 East 
45th St.. New York. According to the firm, 
ite new location is more convenient and 
will enable it to better serve customers, 


Beattie Jet Products Issues 
Catalog Sheet on Lighters 


A new wholesalers’ and retailers’ cata 
log sheet is now being distributed by 
Beattie Jet Products, Inc., 19 East 48th 
St.. New York, manufacturer of Beattie 
Jet pipe and cigarette lighters. The new 
sheet is 8%” by 11” and includes large 
illustrations of the lighters with a mini 
mum of text. 





Craftsman Bilifoid-Keycase 
Sets Offered for Christmas 


I. Smallman & Sons Co., 47 West Ath 
St.. New York, manufacturer of “Crafts 
man” billfolde, is featuring billfold-key- 
case sets for the Christmas season. 

The sets, one of which is shown in the 





photo, come in a variety of leathers and 
styles. They range in price from $5 to 
$20. A ladies’ set in 24K Gold Tooled red 
or Green Saddle goat is also available, at 
$5 retail. All sets are individually gift- 
boxed. 


Eigin Offers Car Cards And 
Color Folders for Christmas 


Elgin is currently offering its dealers 
two promotions designed to stimulate 
Christmas sales. 

The first is a full-color folder which 
features the watches advertised on the Ed 
ward Kh. Murrow “Person to Person” TY 
show, in the newspapers and in the Christ 
mas magazine spread. 

The second is a Ww car©r card which 
features the new Elgin “Petites.” 


Alstater Introduces 25-Jewel 
Self-Winding Wrist Watch 


Alstater Watch Corp., 16 West 46th 
St.. New York, manufacturer of “Alsta” 
watches, has introduced a new automatic 
wrist watch with a 25-jewel movement. 


The new watch is self-winding and 
water-resistant, The 25th jewel provides 
special escape wheel protection. Other 
leatures are concealed crown, incabloc 
shock absorber and Alstaflex lifetime 
mainspring. Suggested retail price is 
$67.50. 


The firm recently introduced the new 
“Dellette” wrist alarm to retail at $69.50. 


irons & Russell Introduces 
New Line of Die-Struck Rings 


lrons & Russell Co., Providence, manu 
facturer of fraternal emblems, has added 
a new line consisting of a combination of 
cast and die-struck emblem rings. 

The move combines a compact line of 
both modern and traditional ring designs 
with the firm’s large inventory of fraternal 
emblems. The new line will make it pos- 
sible for the retailer to offer a wide variety 
in the more popular rings and also in the 
emblems of less active societies. 
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KNOWLEDGE 
z= 
POWER 
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Every jeweler will find profit-making power in 
the knowledge of terms and terminology of the Second F 


jewelry trade which are authoritatively explained in this book. 


THE JEWELERS 
Jewelers, Watchmakers, Gemologists, and all others seeking DICTIONARY 


It contains an invaluable wealth of information essential to 


information pertinent to the Jewelry and allied industries. 
265 pages jammed with authoritative, factual information. 





$6.50 


More t 4500 word-and-term definitions, many of them pent Gate 
clearly illustrated. Complete comparative table of Interna- 

tional ring sizes. Eight full-page plates illustrating over 125 Hard Cover Bound in Rich 
varieties of stone cuts. Facts on Sterling and Plated Silver- Blue Cloth with Gold 
ware. A table listing American Watch sizes and enlarged views Stamping 


of Watch parts PLUS a trilingual vocabulary of horological 
terms. An explanation of Gemstone characteristics, tables of 
weights and measures, Wedding Anniversaries and lists of 
Birthstones. 


ORDER 
AUTHORS TODAY 


Dr. Frederick H. Pough ee ee 
Former Curator of Gems and Minerals of 
the American Museum of Natural History 

John J. Bowman 
Director of 
Bowman Technical School 
C. M. Hoke 
Consulting Chemist 
Jewelers’ Technical Advice Co. 
Joseph D. Little 
Authority on antique silver, both sterling and 





THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E, 42nd &t., 
New York 17, N. Y. 
Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.50 


Sheffield as well as modern plate and sterling. Sea toe x ia is enclosed 
A limited quantity Money order .... oe is enclosed 
available 
ee et oe a a a ane ee 
Check or money order must 
accompany all orders. Street oe gales Rel wdee oe , 
DO NOT SEND CASH NS iw ag eid a P. O. Zone No.. State ! 
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Special Notices 


“Sittestion Wanted” -——Hegular type only 62.00 
fret 25 words; additional words, 10 cents per 
werd. Heavy type $7.00; additionsl words 25 
conte per werd, 


“Help Wanted =-—“"Lines Wanted” and “Side 
Lines” -—-vregeler type 64.00 first 25 words, Ad- 
ditional werds 15 conte per word. Heavy type 
87.00 fiewt 25 words; additiond words 25 cents 
por werd, 


All ether headinge--reauler type 686.00 fru 
25 werds; additional words 25 conte per word, 
Heavy type 812.00 fret 25 words; additional 
words 30 conte per word, 

Name, address, initials, and abbreviations 
count as words, and are charged fer as part of 
the advertivoement. If anewers are te he fer- 
warded, 20 cents extra te cover postage must 
be enclosed. Remittance with order. 


Not subject te ageney commiesion. 
Advertising matior eddressed ta classified ad- 
vertioere will wat be delivered, 


Speetal nation forme close 10th of the pre- 
coding month. 


Te aveld unnecescary correspondence men- 
tien your leeation in the advertisement. 

All anewers will be directed care Jewelers’ 
Cireular-Revetene, unless otherwiee instructed. 

in answering ads, da not enclose ortgind 
letters of recommendations. 


Jewelers’ Circular-Keystone 


thesetnet & Goth Ste... Philedeiphia 99 





Situations Wanted 


MANAGER eredit jewelry estore: age 3% 
experienced all phaees of business: will 
relocate. Address “l’., 29°90." care J CHK 


DIAMOND ealeeman, young man, experi- 
enced, seeks position with loose goods 
house excellent references furnished 
Address “N., 2028." care J C-K 


Hititt class jeweiry repairman and expert 
stone setter 10 year experience, retail 
store preferred ff) “Hox HH, 2965,” 
care J © 


HOOKRKEEPET, femal typist, general 
office work, expert knowledge of jewelry 
manufacturing references Telephone 
itil 9-3500, ext. 807, New York City 


JEWELER, 12 years’ experience on plati 
num, gold; ean do light special orders 
and repairing ; wishes position anywhere 
$2 per hour. Address “ 20977," care 

(’-K 


MANAGER; 49 
every conceivabie phase 
retail inetaliment operation: available 
January; confidential Address * 
2922." care J C-K 


thoroughly experienced 
large volume 


BROOKKEMPPER, outetanding 12 years 
watch tmporting, easily adaptable, man- 
val and also NCR 1O00 excellent 
types personable Manhattan $85 
Address “Ti., 2641," care JI C-K 


BOOKKEEPER, expert credits, corre. 
apondence, production and every phase 
of the jeweiry business . top record with 
leading concerns. Address “A., 2982,” 
care J CK 


WATCHMAKER. with 24 years expert- 
ence, desires bench job in Ciulf Conat 
area : close timing, complicated watches: 
would like to change about January, 
1946. Address “H., 29646." care JI C-K 
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WATCHMAKER, highly experienced in all 
plain and complicated work, seeks posi- 
tion with importer or firet class store in 
New York City. Address “D., 2956,” 
care J (C-K. 


BOOKKEEPER. female, full charge: re- 
sponsible, thoroughly experienced pro- 
cedures, system, all books, typing, sten- 
ography: stone importing: Manhattan 
Address “A., 2949," care J C-K 


YOUNG man, 12 years’ diversified jewelry 
experience, now manager of order de- 
partment, conscientious, competent, de- 
sires change with good opportunity Ad. 


dress “S., 2973," care JI C 
YOUNG, material man, over four yeare’ 
experience, married; desires relocate, 


presentiy employed in New York City 
area ; retail experience ; good references 
Address “C., 2884," care J C-K 


WOMAN wishes to be reinstated in jew- 
elry line: experienced in filling orders, 
stock, shipping, knowledge typing; ref- 


erences obtainable. Address “! 2908," 
care J C-K. 

BOOKKERVPER, female, light stenog- 
raphy, full charge, thoroughly experi- 
enced, managed office, diversified back- 
ground; Metropolitan area preferred 
Address “¥., 2952," care J o-k 


EKAXAPERIENCED order and repair clerk, 
(female); thorough knowledge with al! 
details in wholesale diamond and colored 
stone rings. Address “L., 2806," care 
J C-K 


WATCHMAKER, experienced on all plain 
and complicated watches, seeks perma- 
nent position with importer or first class 
store, New York City or vicinity. Ad- 
dress “Y., 2737,” care J C-K 


BHOOKKEEPER, full charge, thoroughly 
experienced diamonds and jewelry, very 
competent, conacientious, personable , ex- 
cellent references: New York City only 
Address “T., 2912," care J C-K 


WATCHMAKER, 54, capable, unusually 
fine workman, %5 years experience, 
wants work with established concern: 
location immaterial; salary or percent 
age: references Address “G 2964," 
care J CK 


SWIits watchmaker, certified master, 17 


years’ experience, top European and 
American references, fuent English, 
specialty complicated watches, capable 


Papagins Address “E.. 2951," care 


J C- 


A-1 jeweler, young man, married; dia- 
mond setter and experienced in small 
manufacturing in platinum, paladium, 
gold and eliver: can handle emall watch 
and clock repairs. Address “P., 2875," 
care (*-K 


ATCHMAKER, age 24, very reliable 
and experienced, State license, Elgin 
graduate, desires change for better o 
portunities in Central States; would 
consider investing. Address “F’., 2887," 
eare J C-K 


YOUNG man, several years experience as 
jewelry salesman and assistant diamond 
assorter: alert, ambitious, responsible ; 
excellent references : eager to grow with 
expanding firm Address “A. 29901,” 
eare J C-K 





WATCHMAKER, several years experi- 
ence light jewelry repairing, plain dia- 
mond setting, assist in sales when nec- 


essary eaiary secondary to pleasant 
working conditions. Address “B., 2961,” 
care J C-K 

DIAMOND expert (mounted or loose) 


with firet clase references, currently 
connected with one of the leading ring 
houses in New York City, wants to 
change position Address “G., 2893," 


care J CK 


PROFESSIONAL saleseman-appraiser ; in- 
tenstified retail experience finest quality 
diamonds, watches, mountings, precious 
stones, jade, pearls antiques, special 
orders: references. Address “G., 2921,” 
care J (-K 


DIPLOMATICALLY forceful salesman 
available prominent jewelry store; suc- 
cessful intensified experience diamonds, 
watches, kindred lines; daily perform- 
ance guaranteed ; highest reference. Ad- 
dress “R., 2972," care J C-K 


RETAIL management: experienced all 
phases of credit jewelry: 10 years’ re- 
tall experience; seven in credit jewelry ; 
ywefer store outside of hay fever belt, 
ee oll will consider any decent offer 


Address “T., 2934," care JI c-K 


RETAIL diamond jewelry salesman, iong 
experienced Fifth Avenue and Southern 
background retail store manager, as- 
sist owner former merchandiser, manu- 
facturer and traveler. Box %306, North 
Miami Beach, Florida. 


CONTROLLER -retall, inetaliment, chain 
background in merchandise and expense 
hudgets, systems, store audits, machine 
accounting, taxes, retail and cost in- 
ventory methods Address “A., 2801," 
care J <* -~—K 


WATCHMAKER, stone setter, jewelry re- 
pairman wants position in aggressive 
store in Minnesota, Iowa, or Western 
Illinole: capable of management: age 
43, 10 years’ experience ; _- Ad- 
dress “F., 2916," care J C 


DIAMOND buyer; expert knowledge 
of assorting; desires connection 
with reputable diamond merchants 
or nationally known ring manufac- 
turers; excellent reputation; highest 
of references. Address “Y., 2978,” 
care J CK. 


MANAGER: 25 years’ thorough expert- 
ence all phases credit jeweiry business; 
top flight salesman, buying, merchan- 
dising, window trimming, etc.; can as- 
sume full reeponsibility ; Southern Cali- 
fornia preferred: presently employed 
Address “E., 2963," care J C-K 


GRADUATE gemologist, certified Master 
watchmaker, have studied jewelry re- 
pair and engraving; married: 29 years 
of age, desires position with future 
store management: prefer North Fast or 
Middie Fast. Charlies 1D. Airesman, Fl- 
lerelie, Md 


EXPERIENCED retall jewelry salesman, 
aggressive, with unilimite abllities 
trained in all phases of credit and re- 
tall sales, managerial capabilities: se- 
eure future very important; desires 
New Jersey or New York area. Address 
“E.. 2667," care J C-K 


Tue JeweLers’ CircuL **-KEYSTONE 







































































































YOUNG retail credit jewelry executive 
available: thorough knowledge of every 
phase successful operation from buying 
to selling; insure your Christmas vol- 
ume with a “go-getter’ who can prove 
his worth; what have you to offer. Ad- 
drese “C.. 2836." care J C-K 


LOS ANGELES: $125 weekly gives you 
proven esales-building executive with 
unmatched versatile experience § inde- 
pendent, chain, major department stores ; 
buying, promotion, managerial: dia- 
monds, watches, silverware, jewelry 
now employed. Address “L., 2925." care 

(*-K 


CERTIFIED gemologist, registered jew- 
eler, American Gem Society; age 44; 
thorough knowledge of diamonds, col- 
ored stones, silver, and fine lines of 
jewelry; buying, grading, gem teating, 
identification and appraisals: will re- 
locate anywhere. Address “J., 2923,” 
care J C-K 


DIAMOND expert, experienced in setting 
up systems of assorted goods in single, 
full and fancy cut diamonds, seeks po- 
sition with organization who can use a 
man who can take charge of diamond 
department, help buy, pick for mount- 
ings. fill orders: excellent references 
Address “A., 2984," care J C-K 


WATCHMAKER wants permanept posi- 
tion with highest type cash jewelry 
store; long years of unusual experi.- 
ence , capable, especially on Patek Phil- 
lippe, Le Coultre and all other finer 
grades; excellent references: customer 
contacts not desired ; salary $125 weekly 
minimum Address “FE... 2889." care 
J CK, 


ENGRAVER, with 10 years’ experience, 
can also do jewelry repairing and dia- 
mond setting; with present employer 
over five years; sober, family man, 
wishes to make a change: can offer top 
references; would like permanent po- 
sition in fine retall store located in Gulf 
State area. Address “R., 2931," care 
1C.xK 








Lines Wanted 





EXPERIENCED resident salesman wants 
manufacturer's line for jewelry and gift 
stores for Florida territory. Address 
‘(" 2942." care J C-K 


SUPERIOR diamond ring or watch line 
wanted for Greater New York and New 
Jersey ; nominal draw : first clase refer- 
ence. Address “V.. 2936." care J C-K 


‘ACIFIC Coast salesman, well estab- 
lished, desires line of mountings, blank 
and semimounted for the better stores: 
commission basis only; best of refer- 
ences. Address “S., 2543." care J C-K 


SALESMAN, Weatern territory established 
over 20 years, desires line of platinum 
and gold ring mountings, or cases and 
attachments highest references Ad. 
dress “T.. 2644," care J C-K 


SALERMAN : covering the Midweat. with 
(hicago office: calling on jobbers, ma- 
terial houses and catalogue houses: can 
produce volume business; open for non- 
confileting lines. Address Circular 31%, 

Room 1420 Heyworth Hidg., Chicago 2 





ror OcToBerR, 1955 








WELL known representative of nation- 
ally advertised high quality costume 
jewelry line wishes additional line of 
jeweiry to retall trade; estate name of 
line, territory and commission in first 
letter. Address “FF... 2892." care J C-K 


SEVEN years’ responsible experience, al! 
retail: age 30, college graduate, knows 
jewelry trade thoroughly: want one or 
more quality lines, traveling out of 
Philadelphia headquarters Address 
Dept. A, 1049 Granite St., Philadelphia 
24, Pa 


NOT just an order taker, experienced in 
every facet of wholesale, retall selling 
promotional and otherwise: high clasa 
representation, excellent following bet.- 
ter jewelers key cities weat const: 30 
years experience in gold, platinum 
precious stone jewelry: well known in 
trade New York City, Miami Beach 
and Atlantic City: best references. Ad- 
dress “J.. 2967.” care J C-K. 





Side Lines 


c— ANT SSR ee am nonin mermnm -| 





SALESMEN with jobber following, 
watch straps, different; 10% com- 
mission: some territories open. Ad- 


dress “C., 2675,” care J C-R. 


WE have been manufacturing 14K fancy 
ring mountings since 1956 and we want 
an experienced salesman for all or part 
of the Middle Weat: commilesion baal: 
Address “W.. 2976." care JI C-K 


SALESMAN wanted to carry a line of fine 
diamond and baguettes semi-mounted 
rings and wedding bande to the better 
retail stores. Address “J.. 2864." care 
JI cC-K 


SALESMAN: earring comfort specialty: 
compact, light, staple side line for man 
or woman calling on retall jewelry and 
gift trade volume seller, high repeat 


demand. Address “K., 2904." care JI C-K 


EXPERIFBPNCED enaleeman wanted for the 
Middie Weet or part of the Middle Weat, 
by a manufacturer of 14K faney ring 
mountings. to take diamonds liberal 
commission. Address “T.. 2975." care 
J CK 


SALESMAN wanted, Texas and adjace: 
States, by old established importer of 
German and Japanese binoculars, scopes 
etc competitive prices, active ac 
accounts Address ‘J 2911," car 

(.K 


SALESMAN wanted: wonderful opportu 
nity for man covering fine retall jewel. 
ere and department stores: high clases, 
non-competitive line: state territory, ex- 
perience and references. Address “D., 
2948," care J C-K 


SALESBMEN; wanted to sell fine quality, 
nationally advertised line of sterlin 
silver flatware and hu llowware: severa 
good territories now available. Frank 
Mmith Silver Company, Gardner, Masea- 
chusetts 


FINE opportunity; add to your present 
line an established line of diamond rings 
and gold rings; your sample line sup- 
plemented with catalog and brochures; 
liberal commission Address %“N , 
2950," care J C-K 








SALESMAN wanted, for small and ex- 
clusive 14K line of pearl jewelry, by 
foremost manufacturer in this feld; to 
department stores and retailers on!y 
now open New York City and Philade! 
phia. Address “R., 2797," care J C-RK 


THE watch that goes everywhere; 
earn big money now; build future 
selling new exclusive novelty watch 
for everybody; nationally advertised 
$24.75 to $35; account openers, 
awards, gifts; mats supplied; sam- 
ple free plan. 5S. Rodman Sons, 
580 Fifth Ave., Dept. A, New York. 


SALESMEN, with following among bet- 
ter jewelry chain and department stores 
to carry & popular priced and very #@Al- 
able line of brass costume jewelry, tn- 
cluding an exceptional line of men's 
jewelry several territories open; vol- 
ume desired: 12% commission. Address 
“() 2965." care JI C-K 


SALESMAN, with a non-onflicting line 
to represent a manufacturer of wedding 
rings and mountings of the better kind ; 
fast selling line: etrictiy 10% commis- 
sion basis; state experience, the States 
in which you travel and the line you 
now carry Address H Z7599." cure 

(*.K 


SALESMEN for Southeast (ineludin 
Fiortda),. New soreey Long tisiand, 
(jreater New York, eat Conat all ea- 
tablished territory. to carry exclusive 
side line garnet and costume jewelry, 
all kinda of emokere and gift items tn 
sterling, G.F. and 14K. Address “S ’ 
2940," care J C-K 


SALESMEN: Pacifie Coast, Mid Weeat, 
Southeast, Southwest territories; 
represent long established New 
York manufacturer of ladies’ and 
men’s diamond rings; complete 
semi mounted and blanks; liberal 
draw; top commission to right men; 
we have ample accounts to assure 
substantial income. Address “W.., 


2937.” care J CR. 


—_—_—_— 
Help Wanted 


WANTED. two A-l watehmakers; per 
centage basla only Address “T.. 1460,” 
care J CK 


W 4 NTE A j je“ @let who can repair 
and set etones. Address “Y., 1461," care 
s © 


EXPERIENCED jeweler for repairs; 
old established store; air-« ition- 
ed. Carl E. Lindquist, 1137 Broad- 
way, Reckford, Ul. Phone 53-2421. 


CIAXK MAKER, half retired, wanted: 
air conditioned shop, no amoking. Leo 
Hoffer. 626 lLiade Commonwealth Bidg., 
Miami 42, Fila 


WATCHMAKEH, experienced, some jewel- 
ry and engraving knowledge ideal 
working conditions, new etore (‘lover 
Jewelers, 423 Fremont, Las Vegas, Nev 


(t'ontinued on page 220) 
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HELP WANTED ontinued 


JEWELER, with 16 or more years ex 
perience on good work, good pay and a 
fine place to work: give information in 
detail Address “J., 2897," eare J CK 


SALESMEN: South, Southwest: Searab 
jewelry, dise jewelry, money clips; 
largest, best known line; drawing. 
Admark. 714 Sansom St., Philadel- 
phia 6, Pa. 


ZALMEBRMEN with retail 
oarry popular price 
compiete or side iine 
sion, all territories open 
2946 eare J CK 


following to 
Comturrie jewelry 

liberal comm 
Address “( 


; 


mechanic on 
clocks some jewelry 
place to work: five day 
Moore Mt Princeton, 


CLACK repalr 
hall and ehine 
repair pleasant 
week Rievensa, 24 
A 


man, good 


ABBIMTANT manager, saleaeman for credit 


jeweler; opportunity for pleasant and 
ambitious person, Central Ohio; give 
age and experience in letter Address 
‘ 2624," care J C-K 

WATCH ealies, manager and buyer: oper 
ing for energetic, personable salesman 
50 to 46; select clientele; furnish cor 
plete qualifications J Hierbert Halil 
jewelers, Pasadena, Calif 

EXPERIENCED retail salesman who 


is capable of managing family type 


eredit store; permanent position 
with a future; state age, experi- 
enee, etc. Begas Jewelers, Olean, 
N.Y. 


SALESMEN, with eredit jewelry store 
following, to represent manufac- 
turer of nine piece hair clipper set; 
thie is a very fast moving promo- 
tion; protected territories, Address 
“C., 2979," care J CK. 


JEWELER, combination man, to do 
light special order and diamond seet- 
ting; steady employment; up to $3 
per hour; time and one-half for 
overtime. Address “C., 2712," care 
3} CR, 


WANTED 


prefer combina 
muet be sober: good working 
conditions; leading estore: K.N. iInepec 
tion liniversity city write, wire or 
whhone Lewte Jewelry Co., Gatneerville’s 
Le adding Jewelers, Ciainesville, Fila 


watchmaker 


WHE have an opening for an aggressive 
shieeman to cover Midweet territory 
liberal commission and liberal drawing 
account our men know of thie ad: all 
information will be kept in etriet ceon- 
fidence Address 1? 2oR0 eare J C-K 
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WATCHMAKER, experienced five day 


week ideal working conditions in 
Northern Ohio city: permanent job; 
state age, experience, salary expected, 


in firet ietter. Address “H., 2166," care 
*«~K 


J 


WATCH salesmen: territories open for 
men with sales experience and good 
following amonget retail jewelers ;: draw - 
ing againet commission; all replies will 
be held in strictest confidence. Croton 
Watch Co., 404 Fourth Ave., New York 
ie = 


WATCHMAKER, experienced, all phases 
watch repairing ; muet be highly skilled 


efficient and top notch; juniors please 
do not apply . excellent sty on beemagy top 
wages; permanent. Heply Colony Jewe! 


ers, 32986 Monroe Street, Toledo, Ohio 


SALESMAN, with following, among 
better jewelry, chain and depart- 
ment stores to carry Apex Quadra- 
Flex line; exeellent territories avail- 
able; furnish full particulars first 
letter; replies confidential. Apex. 
Greenwich, Connecticut. 


WATCHMAKER; must be good me- 
chanic; permanent position in high 
type store, 50 years under same 
family management; send details in 
first letter, interview will he ar- 
ranged, M. Mevyer-Jeweler, Marion. 
Ind. 


STORE manager; permanent position for 
credit jewelry store, annual contract 
and bonus; excellent earnings, suburbs 
of Detroit; age 25 to 40; state history 
last 10 years: your earnings last year 
and salary desired: replies strictly con. 
fidential. Address “t.. 3960." care J C-K 


WATCH material clerk, to go to Texas: 
muet be experienced, and a suitable 
person to work with high grade people 
in a live wire firm: promotion opportu- 
nities; permanent position: all replies 
confidential Prague-Kurtz Co. Ine, 
711 Main St., Houston, Texas 


FIRST class jeweler, diamond setter, spe- 
clal order man for fine jewelry store 
in enterprising southern city of Greens- 
bore, N. C., opportunity exists because 
of retirement of present man due to 
health; write details of qualification to 
“E.., 2983," care J C-K. 


WATCHMAKER; permanent position 
for experienced man; ideal work- 
ing conditions with full employee 
benefite; must come well recom- 
mended, Wire or write Hillman’s. 
612 Wabash Ave. Terre Haute. 
Ind. 


SALESMAN; with established con- 
nections to jobbers, chain stores 
and jewelry stores, wanted by large 
importing and manufacturing firm; 
open for all territories; loose 
stones; exeellent chances; write 
full particulars. Address “A., 2944,” 
care J C-RK. 


TOP notch jewelry salesman, ambitious 
gentieman, to earn between §$7000-89000 
the firet year: high base plus commis- 
sion: wonderful opportunity for an ag- 
gressive, suggestive salesman to im 
prove hie earning capacity and position, 
while living in the great Middle Weat 
Address “D., 2914." care J C-RK 


SALESBMEN for popular price 





MANAGER needed by owner of a wel 
established jewelry store located in one 


of the largest industrial cities in In 
diana; a young man of ambition, pro 
motion minded, having a flare for 
artistic window trimming, advertising 
and credits an excellent opportunity 
with a future; state salary and exper'i- 
ence Address “LL 2965 care J (-K 


BALESBMIEN wanted with non-conflicting 
line for the Middle Weet, also saleamer 
for Weat, South, East, to carry ladle 
and men's sterling silver rings to the 
better retail etores on commission basis 


we want men who are aggressive and 
have a good retail following replies 
Address “J., 2896," care 


confidentia! 
J CK 


SALESBMEN for Midwest, West Coast, and 
South Atiantic States, to represent 
prominenut manufacturer of silverplated 
hollowware and giftware in 1956: must 
have established following with jewel 
ers, department stores, gift shops, et: 
commission basia only; non-conflicting 
side line acceptable; state full particu 
lare. Address “M., 2869," care J C-K 


JEWELAY buyer, experienced in dia- 
monds, watches and general jeweiry 
for retail credit chain, for suburbs of 
(jreater Detroit, Michigan; permanent 
position, annual contract top salary 
and yearly bonus; state age, history 


last eight years and present salary; al! 
replies held in strictest confidence. Ad 
dress “A., 2959." care J C-K. 


SALESMAN; Paeifie Coast East to 
Colorado; carry manufacturer's 
line of semi mounted and complete 
bridal sets for delivery, and men’s 
sample mountings; non-conflicting 
side line satisfactory; state territory. 
experience and drawing. 8S. Reiman 
& Sons, Inc., 64 West 48th Street 
New York 36, New York, established 
191}. 


SALESMAN for Midwest; manufac- 
turers of outstanding, nationally 


advertised line of men’s and ladies’ 
14K jewelry and distinctive gold 


watches want aggressive, experi- 
enced resident with following to 
expand coverage in already well 
established territory; commission; 


Address “M.. 


replies confidential. 
2926,”" care J C-K. 


SALESMAN wanted to represent fine gold 
liewelry manufacturer's line in Chicago 
and Midweat nationally advertised 
merchandise commission basia only 
specializing in rings, crosses, all types 
of religious medals, wedding rings and 


diamond mountings, cameo brooche 
tle bare and cuff links: wholesale and 
large chain estore trade only Address 


hy 296% care J CC 


line steriing 
silver baby goods, serving pieces, and 
novelties for Par West and Middle West 
territories we have many established 
customers and this should make an ex- 
cellent side line for salesmen making 
these territories and calling on jewel 
ers, department stores and wholesalers : 
commission basis Address “A., 2586,” 
eare J C-K 
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SALESMEN wanted to call on fine 
jewelers only with our exclusive line 
of ladies’ selfwinding ballbearing 
and men’s watches for: No. 1, East- 
ern territories; No. 2, Southwest 
territory; liberal drawing against 
commission; many active accounts 
in territories; only men with estab- 
lished following will be considered. 
Send full particulars including ref- 
erences to, Eterna Watch Co. of 
America, Inc., 677 Fifth Ave., New 
York 22, N. Y. 


ARE you a successful watch attachment 
salesman, then we want you, and you 
will want us because we can offer you 


a drawing against commission deal that 
will make you financially more success- 
ful than you are now; but (1) you must 
be successfull established, (2) you 
must have following in the watch at- 


tachment business; territories open 
West, Midwest and South: if you meet 
these requirements, write, wire or 
phone immediately. Classique Jeweiry 
Mfg. Co., Ine., 323 Cumberland Street 
Woonsocket, KR. ! 


For Sale 


Moeks 





Steres, and Businesses 


fl 
; 


FOR SALE, cash jewelry store: volume 
about $150,000: 25 miles from New 
York City established over 655 years 
Address “L.. 2907." care J C-K 


FOR SALE: jewelry store, due to old age 
same location in 24 years; western part 
of Los Angeles Knud Wetrum, 7104 

jeverly Bivd., Los Angeles 36, Calif 


CASH jewelry store and watch repals 
business, one-man operation: county 
seat in New Jersey; inventory $8,000; 
fixtures $2,000: owner retiring. Address 
“yY.. 2943." care J C-K 


CREDIT jewelry store, established 26 
years; good repair and sales busines 
can arrange price from $3,500 to $8,000 
7 H Ellis, 107 Bank Bt... Petersbure 

at 


RIVTIRING after 45 years: city and mail 
order business repairing, plating, re- 
finishing setting and special order 
work excellent reputation Address 
“Hl, 2896." care J C-K 


PROSPEROUS 324 year old credit jewelry 


business on main street in Pensacola, 
Florida stock and fixtures can be 
hought for $20,000 Gilmore Jewelry 
("5 

BEAUTIFUL store in a thriving town 


Upetate New York: excellent location 
and lease; opportunity for ambitious 
man with $20-25.000: wil! do $100.000 
Address “P., 2670." care JI C-K 


FOR OcTOBER, 1955 


FLORIDA : well established jewerry store ; 
best location in beautiful lake-grove 
section ; city of 8000: finest store in this 
area; inventory and fixtures approx! 
mately $40,000 can reduce Address 
“F., 2964," care J C-K 


FOR SALE; jewelry 
equipment; store can be 
rural community with 
must sell because of 
W. J. Cummings, 909 

Pa 


businesa, stock and 
leased ; amall 
large territory ; 
lliness. Write 
i Diamond St., 
Williamsport, 


NORTHERN Minnesota, well located caah 


and installment jewelry store in city 
100,000, excellent reputation, eatalh- 
lished 35 years, national lines, clean 


inquiry; death of 


Address “S.. 


stock, detaile 
owner reason 
2888," care J ¢ 


on 
for selling 
*~K 


PAWNSHOP, with large following, lo- 
cated Midtown Detroit, is now writing 
1500 good loans per month, legal rate 
3% per month, also has large retail 
saies volume: is priced attractively for 
early sale. Write to Jack lL. Ureenberg, 
5954 Wyoming Ave., Detroit 26. 


Western Massachusetts; 
one of a small chain doing volume of 
$75,000 for last five years; population 
16,000 with draw of 40.000; only credit 
store in town: doctor's orders make me 
dispose of this money maker; will sell 
with or without inventory. Address “B., 
2880." care J C-K 


CREDIT store, 


ESTABLISHED, retail, jewelry estore for 
sale; finest location obtainable, in heart 
of downtown Vortland, Oregon high 
type merchandise, ali fresh stock includ 


ing diamonds, watches, fine gem jewe! 
ry, ete.; owner leaving city: for further 
details contact Mr. Duane Vergeer c/o 
Portiand Trust Bide., 319 3.W. Wael 
ington &t., Portiand, Ore 
MANUFACTURING jeweler, with fine 
reputation of many years in business, 
is contemplating retiring; a wonderful 
business in 1954: the articles manu 


factured consist of diamond rings, stone 


rings, mountings, wedding rings, em- 
biems, etc a wonderful opportunity 
for a wonderful future for a capable 
business man, will require a down pay 
ment from $59,000 to $100,000 give 
full information in detall, Address “|! 
2898." care J C-K. 


eect mcm 
For Sale 


Teels, Equipments 


t : new ie 4 re “4 + ee sr 3 
SED) tools, benches, lathes, cleaning ma 
chines, staking tools, ete. KR. P. Gallien, 
220 W. Fifth Bt., Los Angeles 1%, Calif 


10 COUNTER height jewelry display 
cases; two corner cases, one jewelry 
safe; one triple back display case. 
Exeter 2-4100, New York, Ext. 280. 


YORKTOWN 
diepliays: send 


aisle 
your 


SNOW CASE, 
cireular or see 


benches, 
for 


jobber. Yorktown Mfg. (o., Pilot Grove 
Mo 
FOR SALE, like new, Hamilton ship 


chronometer, keeps perfect time, whole- 
sale cost today $375, price $175. ¢. A 
Schnack Jeweiry Company, Alexandria, 
La 


| 











Business Opportunities 


EVERY BFFORT ia made by The Jewel- 
ers’ Ciroeular-Keyatone to keep tte ad- 
vertisiag columna clean Advertieers 
under Business Opportunitios, ctc., muat 
furniah trade references Announce 
mente muet pase the strict censorship 
requirements of The Jewelers’ Cireula) 
Keystone 


See page 199, Thomas J. Faussett, 
Auctioneer, 521 Fleming St., How- 
ell, Mich. 


ANTHONY J. Gregory, Auctioneer. 
6748 No. Ashland, Br. 4-7305, Chi- 
eago 26, Ill. 


RAISE cash immediately through a 
dignified auction sale, Colmes & 
Brill, auctioneers and appraisers, 
45 W. 45th St., New York; see our 
display ad page 201. 


specializing in a digni 
auction service [for 
wire, Don bk. Knapp, 
(‘oloradoe Springs, 


DON E. KNAPP, 
fied and ethica! 
jewelers. Write or 
1804 Willow Clrele, 


DIAMOND manufacturer and wholesaler 
is looking for successful jewelry and 
ring manufacturer interested in incremes 
ing hie business strictiy confidentia! 
write in detail to “(., 2882," eare J C-R 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1905; 
for details see our advertisement on 
page 33. 


CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar write, 
wire or phone BR. A. Zanone & Co.,, 
81 Madison Bidg.. Suite 701-2-3, 
Memphis, Tenn. Phone 5-0660. 


COLMES BROS. cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write 
Max Colmes, Room 3533, 18 Tre- 
mont St.. Boston, Mase. 


SAMUEL GANSBURG will buy your sur 


pilus or entire stock and fixtures of 
estates for caah my direct outiet en 
ables me to pay you higher prices; bank 
and trade references of the highest 
character Write, 15-17 Maiden Lan: 
New York. Telephone Hector 2-592 


AUCTIONEER, Vie Kelley: over @ period 
of 26 years Kelley Auctions have gained 
a reputation of such uniform success 
that today we maintain unrivaled lead 
ership in our line of endeavor; all sales 
are conducted under my personal super 
vision and with the ald of an able aseeo 
late: write or wire today. Vie Kelles 
7322 N. Ridge, Chiteago 45, Til 


(Continued on page 2272) 
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BUSINESS OPPORTUNITIES —Cont. 


Be ST ns =e 
Ce a SNS a ciel Sanvens vara, <aiedoninasaten nena 


Ce cent ow tte ns 


WATCHMAKER rtone w#etter jewelry 
repairinan if ifiterested in em eirig OF 
rerntitie repair department in aAgure® 
sive iret ciaee store have complete 
waten material syetem, jewelry repair 
equipment and Watchmaster i242 years 
old, married; 10 years experiencs pre - 
fer iocation in Minnesota, lowa. Weeat 
ern tilinols Addrene i 291% care 
} ('-K 


i AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going or going-out- 
of-business; not interested in any 
credit stores; | have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. cena Kimmel, 
31 W, 47th St., New 
York, N. Y. 


Suite 901, 


DO you need cash? Examine our 
guarantce sales method of obtain- 
ing at least 10% above $8 for 8 for 
your surplus stock, after all sales 
expenses; we have accomplished 
thie amazing result for over 200 
jewelers in the last two years alone; 


their thankful letters are in our 
files for your inspection, Wire, 
write or telephone. Manny Silver- 
man, of Silverman Sales Enter- 


prises, 580 Fifth Ave., New York 
19, N. Y¥. Telephone PL 77-4693; 
See page 121 for additional details, 


THINKING about a sale to closeout, 
liquidate, retire, raise cash; our qual- 
ity services have been used and en- 
dorsed by over 1500 retail jewelers 
in the last 36 years; we are recom. 
mended by saleemen, wholesalers 
and the top manufacturers in the 
trade; you owe it to yourself and 
to your customers to investigate our 
background and reputation before 
selecting a reliable firm; for per- 
tieulars write, wire or phone Wilson 
Sales System, 420 Madison Ave.. 
New York City. Telephone Plaza 
82110; also, we buy stores for 
cash. 





Wanted to Purchase 


ONE ee ere onus 


eee > ~- 
— one aes 


Se PES 


and jewel. 
machines 
220 


used watchmakers’ 
ere’ tools lathes, cleaning 
staking toole, et: Mm. T. Challien, 
W. Fifth #t rr Angeles 13, Calif 


CARH for 


WANTED ; 
condition, 


engine turning machine, any 
aleo emall engraving machine 
ive full particulars and lowest price 
aufman, 101 Weet 42nd Street. New 
York. Hryant 98-3182 
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(ABH for 
CASE, 


watches. movements 
watchmakers iathes 
cleaning machines timing 
staking tools, ete. T, D, Sweazey, 
Miiwaukee Ave., Chicago 47, Il! 


eolid gold 
motors 
machine 


77 di 
a 


FLAT 
teri 
epoot- 


wliver in Tiffany's Allanthus 
dinner forks, luncheon forks, tea 

dessert spoons, knives, et 
etate price, condition and number of 
each kind. J. KH. Clayton Co., Jewelers, 
Waterbury, Conn 


pat- 


STERLING eilver flatwear and standard 
brand watches; immediate payment or 
estimate by return mail; references 
Jewelers Uoard of Trade or Dun & 
Hradatreet London Watch Co., 15 W 
44th Street, New York City 


$88 WE pay cash for watches, dia- 
monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
serap gold, silver and platinum; 
check by return mail. References; 
Dun & Uradstreet Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-4-9 Chronicle Bldg., Hous- 


ton, Texas. 


WE pay cash; 


send us your surplus 


se ald stock; we will pay the 
ighest possible eash dollar for dia- 
monds, watches, silverware, scrap 


gold, or any other jewelry; acknow!l- 
edgment of your shipment same 
day by phone; our check to you 
within 24 hours. R. A. Zanone Co., 
Bi Madison Blidg., Suite 701-2-3, 
Memphis, Tenn. References: Union 
Planters Bank, Memphis, Tenn. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 


ATTENTION jewelers read this; why 
can pay more for your surplus 
old jewelry, diamonds, rings, old 
gold, silver, stick pins, antiques, 
odd stones precious or semi preci- 
ous or anything you have around 
your store; ip B a retail store 
and coaiiniline shop and have 
a good outlet for same here; will 
advise you by phone or letter same 
day your shipment arrives how 
much your check will be; if not 
satisfied will return same prepaid; 
small or large quantities; references 
Florida National Bank, Jewelers 
Board of Trade, Dun and Brad- 
street. Bromley’s, 486 First Ave- 
nue North eed Building), St. 
ne 






















































































Watch Work, etc., for 
the Trade 





ee eres ane a 


QUALITY watch repairing is our spe- 
cialty; rated concerns find our ser- 
viee most satisfactory; we weleome 
vour inquiries. Osear Aron, 62 W. 
A7th St.. New York, N. Y. 


WATCH 
ey fine 
estimates over 35 
Vi lL. Bchwartz, 
HMronx 72, N ‘ 


repairing for the exacting jewel- 
workmanship, reasonably priced ; 
years of experience 
1243 Boynton Ave., 


COMPLICATED and plain watch repair- 
ing: chronograph cleaning, $8; watches 
timed on wotenmester, one week's ser- 
vies Pelder’s, 1173 62nd St, Brooklyn 
ch me we ledney ;- 5200, 


BOSTON, Maas expert and guaranteed 
watch repairing Watchmaster tested 
prompt service; prices on request; mai! 
orders invited David Migdal & Co., 
109-B Summer St... Tel. Hu 2-9547 


RELIABLE dependable, guaranteed watch 











and travel clock repairs, chronographs, 
automatics a specialty prices on re- 
quest Alfred Schmidt, 88-24 78th 
Street Woodhaven 21, Long Island, 
N.Y 
Special Order Work and 
nape for the Trade 
PHOTOGRAPHY on gold, silver, or plati- 
reir book locket miniatures our spe- 
clalty Carman Art Co., P. O. Box 6, 
Mrightmoor Station, Detroit 23, Mich 
ENCHRUSTING, engraving, drilling; pre 


clous, semi-precious stones furnished and 
eut: fraternal emblems encrusted , seals 
engraved ; special orders. Harry Braun 


feild, 108 Fulton St.. New York City 


eer necetineamn nna mmm mtr ee ae 
To Let 


BENCH diamond setter or jewel- 


Bpace 


eT equipped shop, good mane 126 W 
45th Street, New York, toom 908 
Tel Ju 2-2289 

SHOP espace available for good diamond 


setter or affiliated trade with first class 


watchmaker and jewelry engravers. ex- 
cellent opportunities. 10 W. 47th Street, 
New York Ju 22-1916 





Miscellaneous 
WATCHMAKERS JOURNAL: contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢ Dean Co., Box %3218-K, Daytona 
Beach, Fila 
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Proper Packaging |s a Big Question 

Fred K, Messner, of G. M. Basford advertising agency, 
tells how, in a recent consumer research study, each 
woman in a selected group of housewives was given 
three different packages. Although the women didn’t 
know it, each of the three packages contained exactly 
the same product-—a certain brand of instant coffee. 
One of the packages was specially designed. The others 
were merely a stock glass jar and a can. The women 
were asked to compare the contents and report any 
preference. 

What was the outcome? You guessed it-——at the end 
of three weeks of actually using coffee from each of the 
containers, 95% of the women said they liked the coffee 
in the specially-designed container better than the “other 


iwo!”’ 


+9 


“From the results of that test,”’ concludes Mr. Messner, 
“you can see the special package gave the housewives a 
very strong conviction that ‘this is better quality coffee’ 

so strong that it even carried over after they'd tried 
it in competition with itself,” 

In thinking about this, it occurred to us that the 
psychology which motivates such conclusions of prefer- 
ence is affected by the entire package, ALL the atmos- 
phere which surrounds the merchandise while it is being 
appraised by the prospective customer. 

Certainly, the atmosphere of the store in which a watch, 
a set of flatware or piece of jewelry is being presented, 
has a tremendous psychological effect upon the cus- 
tomer’s conclusions regarding the quality and value— 
the desirability——-of the item. 

This thought further lead us to wondering as to the 
price which some manufacturers may eventually pay 
for distributing their glamorous jewelry store merchan. 
dise through channels with such unglamorous surround- 
ings as discount houses, Post Exchanges, door-to-door 
sample cases, and catalog selling by route men. 

Is such low-level atmosphere, right at the point of sale, 
consistent with the handsome advertising, fine packaging 


and quality merchandise which the manufacturer of 


jewelry store items has gone to such pains to produce? 

Will the unhappy atmosphere of such irregular cut- 
price outlets, in time dissipate the “aura of quality” 
which surrounds some of our most respected product 
names ? 

Will the manufacturer thus lose those equity values 
which the cumulative effect of years of advertising has 
built into a priceless asset? 

Will the values gained by years of display and distri- 
bution in appropriately handsome jewelry stores (by re- 
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spected merchants) be lost to some of our finest trade 
names / 

These to our mind are rhetorical questions for manu- 
facturers, with the answers varying only in degree as 
they are applied to those producers who may be treating 
too lightly, the long range dollars-and-cents value of the 
physical plants—-and the personal loyalty—of the Ameri- 
can retail jeweler. 


What's Right Is Right 


A cartoon in the August 13 issue of The New Yorker 
pictured a beaming minister standing in the doorway 
of his church as he said good-day to the members of his 
flock, Enthusiastically shaking the clergyman’s hand was 
a successful looking, middle-aged man. The caption: 
“By George, Doctor, you were splendid. What | 
wouldn't give to have you on my team down at Amal- 
gamated,” 

We chuckled warmly for it brought to mind a situation 
in connection with our own minister, when we had been 
similarly moved by one of his recent sermons. 

As we left the church that day we complimented the 
good preacher on the “excellent construction” of his 
message and upon its “fine delivery.” 

Glancing at our little lady for approval of our com- 
ments, we were surprised to find more evidence of em. 
harrassment than approbation. It seems, as she explained 
during our walk to the car, that our compliment had 
been phrased “a bit too commercially.” 

It was comforting, therefore, to see one of Dr. Norman 
Vincent Peale’s syndicated columns appear with the title 
“Religion in Business.” The subtitle was “Serve; Don’t 
Sell.” It was based upon the famous minister's experi- 
ence with a jeweler, who came to him seeking encour- 
agement and guidance, For, as the retailer said, “You 
teach the practical application of religion.” So sound 
and so timely is this message that we have obtained 
special permission from Dr. Peale to reprint the article 
in this issue, (See page 96.) 

We recommend it as must reading by every good- 
citizen-jeweler because its message shows the close asso- 
ciation of good living and good thinking, to good 


business, 


Meese A kee. 
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1847 ROGERS BROS 
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This vear. more new homes were started than ever 


before in history! 


But with all the costs of starting and furnishing 
their new homes, many young families have made 


fine silverware a ‘sometime’ purchase, 


Here's their answer' Here’s the way a new bride 
can set a beautiful table NOW and stull have cash 


to spare for rugs, lamps, TV, etc.! 
And she'll buy it double quick because the pattern 
is FLAIR. far and away the most popular silver- 


plate pattern with young people. 










roDpDAY 





REG. OPEN-STOCK PRICE: $3740 


Virst “1847” set under *°30 sets up “new home” business for you! 


The dimensional display you see above will at- 
tract your new home’ prospects by the dozen this 


fall! it tells the story ata glance shows as it sells. 


Your “1847” representative or Approved Whole- 
sale Distributor can get it tor you, along with sped ial 


mailers and ad mats. Be sure to ask him! 


1847 ROGERS BROS. 


America’s Finest Silverplate 


, 


Made only by The international Silver Company 


Meriden. Conn 





















 Brand-New...and Your Fall Leader! 





A truly complete 56-piece service for 8 


PLUS 


2-piece 
Steak Set 
FREE 


PLUS 


genuine 
solid Mahogany 


Drawer Chest 


PLUC 


choice of 
3 outstanding 


patterns 


It's-the biggest money: 


Your customer will receive a complete service for 8 
plus 4 extra, special serving pieces: Cold Meat Fork, 
Round Server, Gravy Ladle, Dessert Server—in addi- 
tion to the usual Butter Knife, Sugar Spoon and 
2 Tablespoons.. . 

PLUS ... For the man in her life and absolutely 
FREE, a handsome matching 2-piece Steak Set. . . 


AND ... Her complete service will be luxuriously 
stored in the lifetime beauty of a Genuine Solid 
Mahogany Drawer Chest! 


This is the deal with customer appeal. Place your orders NOW! 





s worth yet! 


ALL FOR °69” reTAIL 


NO. PEDERAL TAX 
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SILVERPLATE 
by 
ONEIDA LTO. 
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